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PLASTIC WINDOW MATERIALS 
For Storm Doors, Windows and Porch Enclosures 


PACKAGED STORM COVERS 


| Complete Kits » fitly- Fane 
Only the Genuine | for Doors me bie 
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WARP BROS. World's Largest Producers of Top Quality Plastic Window Materials CHICAGO 5I, ILL. 
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100% nylon rope 
polyethylene rope 
tiller cable 


All you need to sell the boating 
folks in your area...and all ona 
free rack that’s only 24 inches high 
and taking less than one square foot 
of counter or floor space. 


Get your share of this marine syn- 
thetic rope business...and get it 
the low inventory, low cost, mini- 
mum space way. Write for catalog 
page and price list. Ask your jobber 
for King Cotton. 


Kine on’ 


mee 


JOHN H. GRAHAM & CO. INC. 
105 Duane Street 
New York 8, New York 





Saluitis You! 


Wy BACK IN 1946 we pioneered Plastic Garden Hose. 


Through the years your loyal support encouraged us to produce better 
and better products. Today SUPPLEX Garden Hose and Flexible 
Sprinklers are as close to perfect as it is humanly possible to make them. 


Many thousands of dealers all over the country, just like you, take pride 
in selling SUPPLEX . .. and profit by it too. You know that SUPPLEX 
is priced right, packaged to sell, and profitable to push. 


We want your continued support. We know that the only way to get it 
is to continue providing you with saleable and profitable products. 
THAT WE WILL DO. Your Supplex jobber’s salesman will present 
the facts to you. 


Many thanks for your confidence in us. We hope we will earn it, always. 


* 


GARDEN HOSE ® SPRINKLERS 


SUPPLEX COMPANY, Garwood, New Jersey, Division of Amerace Corporation 


. 
Want more facts? Circle 101, p. 69 
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Stands on counter 


ile sales (and profits) got a lift when we announced 
a complete new approach to Nicholson and Black 
Diamond file merchandising. 

We started by adding a sturdy, Hi-Impact plastic 
handle to the most popular consumer files (see the full 
assortment at right). Then we designed a bright, hard- 
selling card to mount our files. We printed uses for 
each file on the card to help sales along some more. 

Next we encased file, handle and card in a gleam- 
ing plastic skin pack. To get visibility for a 48-hole 
assortment, we designed a compact, all-metal display 
stand. Lightweight, permanent—and no cost to you 
with the assortment, the display stands on countertops 
or hangs on pegboards. 

These are reasons why dealers report files are their 
newest fast turnover items. 

What can you do to get some of the easiest selling 
around? Just call your regular Nicholson or Black 
Diamond file wholesaler and place your order. Nich- 
olson dealers ask for NH-48 Assortment. Black Dia- 
mond dealers request BDH-48 Assortment. 
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Hangs on wall or pegboard 
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HERE’S THE ASSORTMENT YOu GET 


"per = 


6—10" Mill Bastard _ NHM-10 $040 sped: 


ad Cost .. * . 

7 sty L « ft Tae oe 3 
‘ ’ sa Price re) ak ee See Uae ile 
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NICHOLSON FILE COMPANY, PROVIDENCE 1, RHODE ISLAND 


Want more facts? Circle 102, p. 69 
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AMERICAN DOG CHAIN PRODUCTS 
GIVE YOU MORE ON THREE COUNTS: 


© More chain sizes and styles to choose from 
© More dependable quality of product 
© More profits from expanded sales of a complete line 


There’s good reason why AMERICAN Dog Chain products consistently 
yield greater profits than many other competitive brands. AMERICAN 
Dog Chain items offer a quality you can trust—backed by years of 
manufacturing know-how that has made AMERICAN the largest maker 
of chain in the United States. When you sell dog chain items that bear 
the ACCO label, you know you are selling a product that will deliver 
100% customer satisfaction and will earn profitable repeat business for 
you the year around. 

ACCO Dog Chain products come in a variety of sizes and styles to fill 
any customer need. No more shopping around to find specialized chains 
—not when you stock and sell the items shown on this page. There are 
dog lead assortments, stake chains, runner chains, kennel chains, halter 
and dog chains, couplers and chokers . . . in welded and weldless chain 
construction. And they all come packed in bright ACCO cartons for 
attractive self display. 

Check your AMERICAN CHAIN distributor next time you order dog 
chain products. He can give you prompt delivery on the items shown 
here as well as on many other items in the ACCO dog chain line. 
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HALTER AND DOG CHAINS 


Available in two patterns 
of chain—Tenso (shown) 
and Elwel electrically 


DOG LEAD 


aie SPIRALOCK 
7? ASSORTMENTS 
i 


ASSORTMENT 


ENDWELDED 
nyt (48 ASSORTMENT | 
: 


Bet 


; la Three assortments 


Ey Gas Se ak ca a ae 
DARED So OR ad ARPS BR 


— Nos. 2, 3, 4. All 








Tenso dog leads. 
4-ft, and six 4% -ft. 


six 6-ft. Tenso chains. 








ee ee a) t 


KENNEL CHAINS 


Strong, flexible, light in 
weight. Swivel snap 
each end; strong swivel 
in center. Finishes— 
bright, bright zinc and 
nickel-plated. Three 
lengths — 4% ft., 6 ft. 
and 9 ft. 


come in bright or 
nickel-plated finish. No. 2 -« 
4-ft. Spiralock and six 4-ft. 
No. 3 « six 
Tenso 
chains. No. 4 « six 4%-ft. and 


six 


and 24”, 





12 strong, spiral-twisted 
pattern chains with col- 
ored Accolette handles. 
In 4% and 6-ft. lengths. 
Nickel-plated finish. 


— 
"i WH 


ep. 


Qe x ELWEL 
% CHOKE 
i COLLARS 


a 


te. A Made from 
bees’ No.3,4,and5 


Elwel Twist 
Link Chain with welded 
ring on each end. Regu- 
larly furnished in five 
lengths: 16’, 18”, 20”, 22” 


Nickel- plated. hook. — zinc finish. 


——> 


12 welded chains with 
brightly colored Acco- 
lette handles. Available 
in 4% and 6-ft. lengths. 
Bright zinc finish. 


DOG STAKE CHAIN 

A light-weight, strong 
stake chain that provides 
dog freedom for move- 
ment. Spiral twisted chain, 


with free swiveling snap, is 
attached to15"stake by ‘‘S”’ 


Co SPIRALOCK 


nate Chain Division ae 


AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, 
*Indicates Warehouse Stocks *Portland, Ore., *San Francisco 
Want more facts? Circle 103, p. 69 
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welded chain (not shown). 
Both come with snap on 
one end, toggle on other 
end, and ring for adjust- 
ment. 4% and 6-ft. lengths. 
Furnished in bright, bright 
zinc and nickel-plated. 


DOG COUPLERS 


ACCO Dog Couplers can 
be ordered in Elwel and 
Tenso patterns as illus- 
trated. Both have free- 
swinging sturdy snaps. 
In bright or nickel- 


> plated finish. 
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Editorial 


by W. A. Phair 


$25 million for the future 


What would happen to the nation’s independent hardware dealers, 
if all wholesalers went out of business tomorrow? 


As one immediate result, there would be complete chaos in the 
retail business. A final consequence would be that many, many dealers 
would be forced out of business for lack of an adequate source of 
supply. 


Manufacturers would also suffer very serious consequences at the 
loss of this vital distribution channel. The smallest of these effects 
would be an immediate and sharp increase in distribution costs. 


This is not a pretty thought and it is obvious that none of us will 
ever face this kind of situation. But the question does serve to focus 
attention on the inter-dependence of the wholesaler-dealer team. Any- 
thing that happens to one member of the team affects the other mem- 
ber. The success of this team in moving merchandise depends on the 
manner in which the team members work together. Sometimes I think 
we forget this basic fact. 


Let’s look at hardware wholesaling for a moment. Everybody these 
days seems to be an expert on wholesaling. At least everybody you 
run into has an opinion. But when you look for the facts on which 
these opinions are based, you find they are founded on rumor, second- 
hand information and imagination. 


The editors of Hardware Age have an opportunity to observe the 
wholesale trade at first hand. And it is our feeling that a great 
deal of constructive work is being done at the wholesale level that 
few seem to know about. On the other hand, we were aware that a 
great many “experts” were predicting the doom of the wholesaler. 
We decided to get the facts. 


What we learned is told in this issue in a series of articles. The 
facts contained in these articles are of importance to every dealer, 
since his future is tied in so closely with his wholesalers. We urge 
dealers to read these articles so that his opinions on wholesaling may 
be based on facts. These articles are also of real importance to manu- 
facturers who must plan for the future. 


One question the editors wanted answered was: “Are wholesalers 
doing anything to improve their operations, to reduce costs and/or 
improve their dealer services?” We got the answer by surveying all the 
general line wholesalers in the country. We came up with some very in- 
teresting facts that are told in the article beginning on p. 49. 


We learned, for example, that these general line wholesalers will 


spend some $25 million on expansion and modernization over a two- 
year period. This is a lot of money and it demonstrates to us that 
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Editorial 


continued 


these wholesalers have confidence in the future of their businesses. 


We all know that there are many things you can do to improve a 
business that do not immediately show on the surface. So, as a 
second step in our investigation, we asked a leading authority on 
wholesale firm management to tell us what he saw in the future. 
This revealing and instructive report begins on p. 52 of this issue. 


It seems to me that when you weigh the evidence of these two 
articles, you’ll come to the conclusion that the wholesale trade, by and 
large, is in a healthy condition. And a good gage of the feelings of 
wholesalers themselves is the $25 million they are investing in the 
future. 


Why not tell it... 


You’ve probably wondered, as I have, where the stories come from 
that keep predicting the end of the wholesaler. It would be important 
to know these sources so that we could determine if they were biased. 


There are undoubtedly some business interests that would like to 
see existing wholesalers go out of business, so that they could move 
in and take over. Very possibly the wishful thinking of these men 
is often translated into stated opinions. 


Sometimes we find folks in the trade who misinterpret happenings. 
Right now we are in the midst of a period of all sorts of merging 
and liquidating of manufacturing firms. So many changes are taking 
place that it is almost impossible to keep up with them. Few people 
in the hardware trade get excited about these changes. Yet, when one 
wholesaler merges or goes out of business, no matter what the reason, 
this is immediately projected as an indication that all wholesalers are 
going out of business. Why is this? 


One reason for this, I am convinced, is the poor sense of public 
relations demonstrated by wholesalers. They rarely talk about them- 
selves; seldom do they tell about their plans for the future. The 
attempts of wholesalers to explain their role to dealers and manu- 
facturers are sporadic and feeble. The result is that wholesalers are 
almost always on the defensive. 


Bashfulness has no place in modern business. If you have a story 
to tell, you should tell it. Wholesalers have a good story to tell; it’s 
a powerful story. Why don’t they tell it? 


A good public relations program does not require an expensive 
publicity staff. There are many things that can be done in this direc- 
tion within the framework of existing sales and promotion depart- 
ments. In most cases the tools needed for a public relations program 
are right at hand, but they are not being used. 


Over the past year, a few distributors have undertaken the job of 
bringing their story to the trade in the form of a continuing, organ- 
ized program of trade advertising. This was an important step. It 
has been of value to the entire wholesale trade, as well as to the 
individual sponsors of these programs. But why can’t there be 
more of this? . 


Wholesalers have a powerful story to tell. Why, oh why, don’t 
they tell it? 
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here is America’s fastest selling 
shovel 6 (@..¢ 


Blade, shank and socket : oe ) | Ames’ Pony shovels are 
forged from one solid J SS j double taper forged. Not 
‘bar of steel. The blade, a ee. ae a just from back to point, 
tempered to give it the - —. corm , but also from center to 
necessary hardness with | a . ‘ , side. More of your cus- 
proper ductility. Nobody ” masse ie 7 tomers want it! The proof 
can match the quality of o : is - more of them buy it! 
Ames. | 


SOLID SHANK 
CONSTRUCTION 


Retail about $6.00 


Ames is THE COMPLETE LINE... 


This high quality shovel is also made in heavier weights under 
BRONCO and HUSKY brands. Ames, the world’s largest shovel 
manufacturer, fully guarantees these blades. 


FINER PRODUCTS THRU HIGHER STANDARDS 
O. AMES CO. west viecinis 


Ames also manufactures Ames Maid metal household furniture and Ames Aire casual furniture. 


Want more facts? Circle 104, p. 69 
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WASHINGTON 


cll 


A SUMMARY OF EVENTS THAT 





Marking of repacked imports 
to be considered by Congress 


A bill to clear up confusion in marking of 
imported goods will be considered by Congress 
next year. 

The measure, H.R. 5054, requires that all 
products imported then repackaged here be 
clearly marked for country of origin. 

Customs agents could seize imports which are 
not properly marked. The person responsible 
for not marking an item would be subject to 
penalties. 

Screws, bolts, nails, fish hooks, and similar 
items imported in bulk and repackaged in smal] 
lots would be especially affected. 

Marking problems of items imported and 
mixed with U. S. goods in a final product, and 
items sold from a dealer’s bin or open box, are 
not specifically covered. 


outlook 


The measure will probably come before the Sen- 
ate in 1960. If you support, oppose, or seek 
changes in it, write the Senate Finance Commit- 
tee. If the bill passes, customs agents will de- 
pend on businessmen and consumers to help en- 
force it. 


Uncle Sam places restraints 
on across state line taxes 


A new law strictly limits the right of any 
state to tax firms located in other states. 

Unless a firm has an office, warehouse, or other 
place of business within a state, its income from 
sales there cannot be taxed. 

The new law is designed to provide temporary 
relief from Supreme Court decisions. 

The high court this spring ruled states could 
tax income of non-resident firms earned within 
their borders on any fair basis (HARDWARE AGE, 
Aug. 27, p. 10). 
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WILL AFFECT YOUR BUSINESS 


Congressional committees will spend the next 
two years seeking a final solution to the problem. 

Under the law, a salesman working for more 
than one firm will not make them subject to 
state taxes on sales. 


outlook 


Manufacturers, wholesalers, and dealers who sell 
across state lines have temporary relief from 
double taxation. But the permanent solution 
could permit these taxes again, on a uniform 
basis. 


New labor reform law establishes 
protection for stores like yours 


The new labor reform law is important to all 
small business, including yours. Unions are 
stepping up their efforts to sign up store em- 
ployees and other white collar workers. 

Here are provisions of the law affecting deal- 
ers: 

(1) Firms grossing under $500,000 a year 
can seek government aid in a labor dispute by 
appealing to state agencies and courts. 

(2) A union may not picket a store to urge a 
customer boycott because the store is selling 
goods made by a firm having labor troubles. The 
union can use handbills and advertising to urge 
the boycott. 

(3) Picketing to force a store’s workers to 
join, and the firm to bargain with, a union is 
limited to 30 days. If deliveries are stopped be- 
cause tradesmen won’t cross the picket line, a 
firm can force a quick vote of employees to see 
if they want the union. 


outlook 


Even if you've never had union troubles, this 
law is important to you. Note your rights under 
the new law. You may have to use them some- 
day. 








Robert Neipp, Vice President 
Duluth Ace Hardware Co. 
19-21 Second Avenue, West 
Duluth, Minnesota 


Anthony Herman 

Otte Herman, Inc. 
6729-35 Myrtle Avenue 
Glendale, New York 


‘Round the 
compass 


they agree... 


Plastic Stee 


iS A TOP-SELLER! 


You, too, can build sales with this proven product. . . the only 
product that makes permanent repairs . . . makes “impossible” 
jobs easy. Hundreds of your customers have already used 
PLASTIC STEEL® and will ask for it again. 


THERE IS NO SUBSTITUTE FOR PLASTIC STEEL® 
@ good unit sale — 98c, $1.89 and $3.95 sizes 


@ excellent turnover @ good profit per unit sale 
®@ quality products — assures repeat sales and no dissatisfied customers 


@ just mix what is needed for each repair 


@ self-display carton — sells itself 
TY. ' Teese ira ~j © free ad mats, mailing stuffers and sales aids 


Sberr we. 


Ui) ti ni @ continuous local and national advertising 
— brings customers to your store 


WwW W. A. and E. I. Mariani 
S. Mariani and Sons Hardware Stores 
3364 Mission Street 
San Francisco, California 


Henry George, Hardware Department Manager 
Montgomery Ward & Co 
Fort Worth, Texas 


FEATURE AND SELL PLASTIC STEEL — IN THE YELLOW 
AND BLACK PACKAGE— EVERY FAMILY IS A CUSTOMER 


Order from your wholesaler, or write for details and prices 


ORPORATION 


401 Endicott Street, Danvers, Mass. 
NOW AVAILABLE—DEVCON® RUBBER—for flexible repairs 
DEVCON® ALUMINUM—for repairing aluminum and other materials 


DEVCON "'2-TON" THE EPOXY "SUPER GLUE" 
Want more facts? Circle 105, p. 69 
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HARDWARE BUSINESS 


outlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


: new construction records... 


There’s no letup in the record construction pace that gains momen- 
tum each month. Work put in place on new construction in August 
rose to a record $5.3 billion, moderately ahead of July, 1959, and 
$600 million ahead of August, 1958. Most of the volume and increase 
was in private construction: $3.6 billion of the total figure, and 
$500 million ahead of August last year. 


wholesale sales gain... 


Sales of hardware wholesalers rose 12 percent in July this year as 
compared with July, 1958. The July gain kept the average for 7 
months of 1959 some 12 percent ahead of the same period last year. 
Wholesalers’ inventories in July 1959 rose 9 percent as compared 
with last July. Wholesalers’ stock-to-sales ratio was 235 percent, 
down from the 244 percent in July last year. 


steel strike toll starts... 


New orders received by manufacturers, as well as shipments made, 
dipped slightly in July, reflecting the work stoppage in steel during 
the latter half of the month. Total manufacturers’ sales were down 
nearly $3 billion in July as compared to June. New orders were 
likewise down close to $3 billion in the July-June comparison. 
Economists see greater declines in the reports for August and 
September as the steel pinch tightened. Some major appliance 
manufacturers have allocated production and others will have to, 
regardless of when strike ends. Sheet steel used in hardware manu- 
facturing is back ordered from two to five months at many mills, 
according to The Iron Age. Some users of sheet steel won’t have 
raw materials until spring, no matter when mills roll again. 


labor looks at imports ... 


Labor is changing its attitude on the import problem, after long 
contending that competition from imports was primarily a prob- 
lem for management. The shift is evident in the fact that AFL-CIO 
is pondering a major change in its long-firm policy backing the 
trade agreements program. Back of this action are the pressures 
of four textile unions urging protection from import competition 
to protect domestic industries. 
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i -ThiLee) 4 Products 


Famous For Quality and Performance 


i Potatelahalet-Me ny Cclav dela QhcLae:\Ulaslelab4-tomm J], (9°) ‘Me-y-laald- Me tiel ile) at 


*% NEW COMPLETE LINE 
* NEW FEATURES 
* NEW LOW PRICES 


The new line of Pincor Mowers is the 
most complete and with the newest 
eatures: New more powerful Pincor 
Engines; New fingertip cutting height 
adjustments; New stop and go handle 
control. Prices are the lowest, profits 
for you are the highest. 

Other Pincor Products, portable 


electric power tools, gasoline engines, 
and electric generator plants are also 
quality and performance proved 
through years of service—and profit 
making too! 

Write, wire or phone for the New 
Pincor Plan for increased sales and 
more profits from them. 
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MODEL 817-E 


MODEL 622-8 


MODEL 5521-BR 
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Power Lawn Mowers « Electric Portable Power Tools + Gasoline Engines + Electric Generating Plants 


Want more facts? Circle 106, p. 69 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


scarce sheet steel items to be scarcer. Look for possible short- 








ages of major appliances, cabinets, galvanized ware, etc., for 





many months to come. Mills are now sold out of hot and cold rolled 





Sheet and galvanized sheet for two to four months after strike is 





over. Some mills are taking orders for five and six months after 





end of strike. Unexpected early shortages have materialized, and 








things are likely to get worse. It may be wise to anticipate your 








requirements by an extra 30 days. 





Temporary help in short supply for holidays. DeSpite big steel and auto 
layoffs from mid-July to mid-August, unemployment nosedived by 300,000. 
Well over 67 million persons are holding jobs. The number will rise 
Sharply when the steel strike ends, and 1960 auto production begins soon. 
Last fall's abundant supply of workers will be thinned to a point where 
competition for them will be hot and heavy. You may have to plan on 


overtime for present staff. 


























If you foresee a need for money, borrow now. Whether you want to 





borrow for adding inventory or remodeling, whether you need the 








money at once or 6 months hence, step up your plans and borrow 





now. The prime interest rate (to banks" best customers) is a husky 


5 percent the result of a recent boost. But private industry and 








the U. S. Treasury are borrowing money in great amounts and the 





Supply has shrunk. In brief, the very high prime rate is seen 





going higher still. It means: Scarce money for a long time, 








tougher screening of loans, shorter terms, and higher interest. 











Tight money has many implications. Outstanding among these is a scarcity 








of mortgage money for FHA and conventional loans, where down payments are 





small. When mortgage funds are tight and getting tighter, as now, more 





owners of older homes give up the idea of moving and modernize instead. 








They make do with the properties they live in. In California now, mortgage 





funds are the scarcest in a decade, and home improvement loans are boom- 





ing. Home improvement projects involve a lot of hardware, whether done 





professionally or by do-it-yourselfers. Promotions slanted toward home 
craftsmen will pay off for some time to come. 
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FLEETLINE 


the new Solist "line! 


Here's the newest in high style, high quality, graded stain- 
less steel flatware—the ‘STYLIST’ 
to fill the price gap in your stainless assortment. Teaspoons 
retail at only $.75. And there's a full assortment of dis- 
tinctive packaging to choose from. 


‘line by Wallace, created 


With its custom-crafted look for dining room or kitchen, and 
the Wallace name that means quality tableware, the new 
STYLIST" line will trade up your stainless flatware customer. 


She'll SEE the difference. Four handsome patterns to choose 
from. She'll FEEL the difference. Heavier stainless. Graded 
. finely-balanced! (Never *' 


bowl-heavy.’’) It will feel just 


right because there's perfect uniformity in every piece. 
Trade her up to quality stainless. Better merchandise means 
bigger volume. Bigger profits. Ask your Wallace representa- 
tive to show you the new ‘‘STYLIST”’ line*Or write Dept. 
WH, Wallace Silversmiths, Wallingford, Conn. 


A Lame oe MY ay SP — EAR — Bo | th 


A DIVISION OF WALLACE SILVERSMITHS 


AT WALLINGFORI 


CO vs SINC I 


Want more facts? Circle 107, p. 69 
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- PERCLIP PRESENTS............ 


» 





MEET PERCLIP 
the hottest hardware 
hesleame ale cacManlele 4-1 





DISPLAYS 
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PERCLIP out-performs all others — makes all others old-fashioned 


THIS IS A PERCLIP. 


1. 


oes oo 


2. 


OW EASY IT WORKS! 


Insert lower leg 


of the PERCLIP 
then gently snap 


top leg into hole. 


— 





Slip base plate 
of fixture thru 
loops ‘til it locks 
in position. 


MOUNTS FLUSH. PERCLIP works 
fine with the board right against 
the wall. No spacers, no firring 
are needed. 


WON'T FALL OUT. The fixture 
spreads the tension clip, exert 
ing a pressure that holds the 
PERCLIP firmly against the wall. 











WON’T WOBBLE. PERCLIP’S 
spring tension holds the fixture 
fast to the board. No extra 
stabilizers are needed 


USES 100% OF BOARD SPACE. 
PERCLIP fits into any hole in 
the perforated board, even with 
firring behind it. 


CUTS INVENTORY IN HALF. 
¥g'’ or V4"' board uses the same 
fixtures, buy one inexpensive 
PERCLIP for the size needed. 











ALLAN 
MANUFACTURING 
DIVISION 


ercliiap 
325 Duffy Avenue 
Hicksville, N. Y. 


Sold coast-to-coast 
thru reliable wholesalers. 


“DISPLAYS 


An attractive floor dis- 
ploy is available and 
all the direct mail lit- 
erature you can use. 


Want more facts? Circle 108, p. 69 


MAGAZINES NEWSPAPERS 


A big two page an- Mat ads of various 
nouncement spread sizes are available 
will be followed by a with your store name 


hard-hitting campaign. and address. &) Tr. Mk. Patents and/or pdg. Pats. USA 
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“You'll sell more... make more... .with Northrup King’s 
complete Seed Program” 














FOR EARLY SEASON SALES FOR PLANTING SEASON SALES 


SUGAR 'n SPICE ZINNIA ~ ous oy 
2ige 




















NORTHRUP KING Be : NORTHRUP KING 


PUNCH 'N GRO nationauy | SEED PACKETS 


TRADEMARK 


Plant Starter Kit ADVERTISED Garden Winners 


in full page, full-color to 
Already planted. Just punch, | over 85 million readers! Finest, easy-to-grow flower and 


water and watch ’em grow! A real | Adsin... vegetable seeds. High profits per 


shopper-stopper... colorful, novel. READER'S DIGEST square foot of floor space. 


e Retail price 49¢ e Indoor-bloom- LADIES HOME JOURNAL e Nationally promoted e ‘‘Built-in”’ 
ing assortment for early sales e 20 BETTER HOMES store merchandising e Easy selec- 
varieties of flowers, vegetables AND GARDENS tion to boost impulse sales e Easy 
e Plastic kits in 5 attractive colors FAMILY CIRCLE restock e Nocarry over, 

e Displays available e ‘Tell all’ FLOWER GROWER at season’s end e ‘The 75 











labels invite impulse sales. right rack for your store. 





ANNIVERSARY 


NORTHRUP, KING & C0. MINNEAPOLIS, MINNESOTA | ir 


a more facts? Circle 109, p. 69 A Want more facts? Circle 110, p. 69 > 
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Join the thousands 
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lawn and garden tool departments 
based on 


Inaking more money with 





TEMPER S BASIC 45 are proved best sellers 
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TRUE TEMPER S 45 BEST SELLERS 


CLEANEST 
OPERATION 
IN [HE BUSINESS 


HERE’S HOW TRUE TEMPER’S BASIC 45 MAKES YOUR BUSINESS MORE PROFITABLE: 





e Concentrates on high-volume items 

e Buying is easy and accurate—no guesswork 

e Inventory is reduced—no duds or slow movers 

e Carry-over is reduced—you don’t buy poor sellers 

e Turnover is increased— you have the tools you need when you need them 


e These are your best-selling items, no matter where or how big your store 
(Complete your lawn and garden tool offering with basic-optional items- 
and regional preference items—that fit your store’s size or location.) 


TRUE TEMPER GIVES YOU THE ONLY COMPLETE PRODUCT LINE 





Your True Temper wholesaler gives you a customers recognize and ask for because of 
complete spring-tool line—garden, lawn and extensive national advertising. You get 
farm tools, shears, grass and weed _ tools, product leadership with a steady flow of new 
shovels, spades and scoops—from one de- and improved tools. True Temper’s three 
pendable source. You get the brand your grades cover your market, top to bottom! 


TRUE TEMPER True Temper grade is finest quality in every way, 
FINEST QUALITY for better profits and better-satisfied customers. 


TRUE TEMPER Briar Edge has quality features and finish at 


BRIAR EDGE a lower price, for extra value with full profit. 





+ . + * ' i 
OMET Comet grade offers durable, forged-steel tools, 
{ low priced for traffic-building sales promotions. 








45 BEST SELLERS 


All with powerful, steel-tooth flex action for clean raking of any 


lawn litter without damaging grass roots. Fire-hardened handles. 




















DL22 FBR22 
Lightweight The popular 
powerful fan-shaped, 
“Dynami sweep type 


GARDEN RA KES Famous True Temper forged steel heads, bow-type or level-head. 
Fire-hardened ash handles are smooth, comfortable, splinter-free. 


\Vy 


2 


yA 


B15 ™14 PB14 PL14 
Best-selling Level-head Bow-type | evel-head 
bow-type, — a good low-priced — low-priced 
15 Teeth clod-breaker Briar Edge’ Briar Edge” 





TRUE TEMPER S 45 BEST SELLERS 


CLEANEST 
OPERATION 
IN THE BUSINESS 


HOES These 6 hoes are the best sellers to 


homeowners among scores of shapes, sizes, types. 


There are 127 in True Temper’s complete line! ) 


YY WS PG6'/, 


low-priced 
“Briar Edge’ 
standard garden 


GO06'/, 
Standard garden, 


top seller 


W7H 
Heart-shaped blade 
hoes up, down, 
sideways 


TLY5 
Fioral Hoe 
serrated to ‘‘dig”’ 
faster, hoe better 


2P 
2-Prong — low-pricec 
“Briar Edge”’ 


2-Prong weeding, 
best in harder soils 


CULTIVATORS, WEEDING 
TOOLS cee tempers att tine of prong and 


blade cultivators features these three best sellers. 


+ 


f SC4 FW 3 
, 4-Tine Cultivator, ; 3-Tine Cultivator 


most popular floral size 


DW 
Dandelion Digger, 
Weeder — new, 
better cutting V-blade 


FDGERS RE2 has easy, two-way cutting 


action that keeps lawn edges trim and _ neat. 


No. 040F trims thick sod with crisp, clean strokes. 


O40F 
Round blade, 
turned steps 


RE2 
Rotary two-wheel — 
new, easy-cutting 
action 





a 
a 


s 
45 BEST StL LERS 


SHORT-HANDLE GARDEN TOOLS GARDEN 
Built for gripping comfort. Rugged steel heads for hard service. TOOL SET 


Like all True Temper tools, they’re designed to make work easier. 
Includes three basic tools for 


youngsters or light work. 
Real tools—not just toys. 
Packed in attractive point-of- 


sale carton. A wonderful gift. 


3J5T 
Set of junior-size tools 
Rake Hoe, Shovel 


a}, »  * GARDEN 


As) 
|» Taue TEMPE” 


GC20 GC21 GC22 GC23 


Transplanting Hand Digging 


Regular 
Trowel Cultivator Fork 


Trowel 





| 
\' \ 
GC24 GC25 


3-Prong 2-Prong 
Weeding Hoe Weeding Hoe 





Dandelion 
Digger 





TRUE TEMPER S 45 BEST SELLERS 


CLEANEST 
OPERATION 
THE BUSINESS 


SHOVELS, | GRASS AND WEED 
SPADES  §} CUTTERS, HOOKS 


, . ast -Se OOIS LO Serve a iS 
You can sell 3 out of 5 ' ling 1 is t ' rast 
growing market. Blades forged 
shovel customers with 
= vale ie from high-carbon scythe steel. 
Dyynalites”’! Taper- , 


produces a 
perfect combination of 


lightness and strength. 


standard Dynalite Garden Shovel, smal 


Garden Spade ize, hollow-back type 


SPADING 
FORKS me 


Grass Hook 
. low-priced 
balanced for easy handling. \ lightweight 


Forged for brute strength, 


Sharp, diamond-back tines 
are designed and tempered 
for toughness and resilience. 


MSD POLD | f 
\ i; 
Medium weight Lighter weight, low \ pis 
popular pattern priced “Briar Edge” 


29 
Grass Cutter 
extremely popular 
golf-club swing 


Weed Cutter 
heavier blade for 
, heavier growth 


Strongly built for all types 

of heavy or gravel soils. A 

35 | ‘“must’’ for fence posts, mail- 
HONSaS Patrern boxes, outdoor lighting fix- ee ef 


for all types of soll 
tures — even transplanting. 





45 BEST SELLERS 


HEDGE SHEARS visies: curicry sto GRASS SHEARS «.. ». 


22 1s the hot- 
blades; adjustable hinge nut and bolt won't loosen. test shear in the business... it sells in seconds. 


Unique Siic ing 
action, work: 


like a charm 


66 
Low pric ed 
L6 
squeeze-type 
20F - rs FSi Ze 
nt Edge 6 Blades 


rar price liOow-pr C e¢ 


PRUNING SHEARS sx “tvoexee | LOPPING SHEARS icsxy-:-saivs 


is world’s best-cutting, most comfortable pruner. 


“Dynamic” hinge nut and bolt for exact tension. 


D150 
A favorite 
all-purpose 


nvil-type pruner 








SALES-BUILDING EXTRAS 
TRUE TEMPER 








The MOST WANTED BRAND in the business 


To find out just how True Temper garden tools rate with 

consumers, an independent research organization (National 

Family Opinion, Inc.) conducted a survey in June, 1959, of a 
a balanced cross section of U. S. families. It showed that among 
; = manufacturers’ brands of typical garden tools— 


«Consumers prefer True Temper more 
than all other brands combined 


e Consumers prefer True Temper 3% to 1 
over the next brand 


Hard-hitting national advertising support 


True Temper tools are advertised regularly and consistently 
in famous magazines that are read by over half the families 
in your neighborhood. Concentrated in the peak selling season, 
this advertising builds even higher acceptance and preference 
for the True Temper tools you stock. Your salespeople will use 
this support to close more sales—customers are quick to accept 
well-advertised merchandise! 
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Famous Tool-Up Time® promotion kit gives you effective 
window and store-decoration material to create excitement, 
build traffic, and tie in with national advertising. Watch for 
announcement of new 1960 kit. 





Compact merchandising units 








Use True Temper’s sales-engineered display stands that make 
it easy for customers to buy —like the compact GM-66 Merchan- 
diser that gives you a garden-tool center in 9 square feet! 


Get your new 1960 catalog of True Temper Home and Agri- 
cultural Tools—it’s yours for the asking. Fifty-six pages of 
garden, lawn and farm tools, shears, grass and weed tools, 
shovels, spades and scoops, repair handles—plus loads of 
merchandising information to help you boost sales and profits. 


I~ im | 


PLAN NOW FOR 1960—call your True Temper wholesaler. 
True Temper, 1623 Euclid Avenue, Cleveland 15, Ohio. 


TRUE / EMPER. your — line...your money line 





LITHO IN U.S.A, 














You Are Cordially 
Invited to Attend... 


Be the guest of hundreds of leading manufacturers 
of lawn, garden, outdoor living and light farm 
products. Be on hand for Mid-America’s premiere 
showing of your profit-makers for 1960: power 
lawn mowers, tractors, tillers . . . seeds, ferti- 
lizers, chemicals .. . garden tools and equipment 
... porch, patio and casual furniture. 


See the widest variety of outdoor living equipment, 
accessories, supplies and specialties ever dis- 
played under one roof in the Midwest. Plan now 
to inspect and compare at the most complete trade 
show of its kind ever held in Mid-America. Write 
right now for your badge of admission. 


331 MADISON AVENUE + NEWYORK 17,N.Y. «© MUrray Hill 2-4802 


< Want more facts? Circle 110, p. 69 Want more facts? Circle 111, p. 69 A 
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GREAT 
MODELS 








_. loaded with Eye Appeal 

__ Performance Appeal 
: _.. Price Appeal 
All_this PLUS 


; e Full year warranties 
e Powerful national advertising 











e Strong local support 





Get the complete Springfield story now! 


CDDIN 


Want more facts? 





Circle 112, p. 69 





The Profit Line, for 60 


1 « Springfield standard rotary tiller with bal- 
anced action. Has fast change adjustments for 
row width, tilling depth and weight distribution. 
Bolo tines. A real “best seller.” 


2. Springfield reversing rotary tiller. The 
same unit as the standard except for positive 
action reverse. All controls on handlebars. No 
finer tiller is built. 


3. Springfield 25” deluxe riding lawn mower. 
4% hp engine...full gear transmission (3 
speeds forward, reverse)... Pushbutton Height 
Adjustment...separate blade clutch...drum 
type brake. America’s No. 1 rider. 


4. Springfield 25” utility riding mower. A 
clean-lined, rugged model priced to let you 
meet any kind of competition. 34% hp engine 
... full gear transmission and differential (one 
speed forward, one reverse)... separate blade 
clutch... Quick-change height adjustment. 


>. Springfield 32” deluxe riding lawn mower. 
32” cutting width and a big 542 hp engine. Also 
has full gear transmission, Pushbutton Cutting 
Height Adjustment, drum brake, and separate 
blade clutch. 


6. Springfield 22” walking lawn mower. All 
the features of the 24” model in a 22” version. 
2¥2 hp engine. Today's best value for the 
smaller lawn, 


7. Springfield 24” walking lawn mower. 
Everything that’s good in a walker is here. 3 hp 
engine ... handle controls . . . Quick-change 
cutting height adjustment. 


See us at the National Hardware Show 
Booth 714-715-716B, Sept. 28-Oct. 2 


QUICK MANUFACTURING, INC., Springfield, Ohio 


Springfield 


POWERED LAWN AND 
GARDEN EQUIPMENT 


Want more facts? Circle 112, p. 69 











the DISTINCTIVE, NEW, 
STRONGER BOX 





for 



















SCREW EYES 
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featuring extra strength . . . extra protection... 
extra long-wearing qualities and new labels with 
GATE HOOKS excellent readability. 


Androck is the hardware line so widely 
known and wanted for the famous 
BRIGHT ZINC FINISH ... that stays 
bright ... sells on sight. 


This is the quality line . . . made of full- 
gauge steel wire, accurately formed with 
clean, sharp-pointed rolled threads — that 
assures complete customer-satisfaction. 


This is the popular-priced, leadership line 
you can buy Boxed or attractively Carded 
.. . that sparks your sales .. . brightens 
your profit picture! 


=\ The Zivc fiwithe Thialé. Famout- 


EYE BOLTS 


TURNBUCKLES 





ee 
ANDROCK > 


Se 
HOUSEHOLD HARDWARE 


Made by 
THE WASHBURN COMPANY 


First in Quality... First in Service...Since 1880 


Worcester, Mass. © Rockford, Illinois 


Want more facts? Circle 113, p. 69 
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READY FOR THE CHRISTMAS RUSH? 
Alcoa Tells America..:Give 


"STAR LIGHT, STAR BRIGHT 
GIFTS OF ALCOA ALUMINUM! 
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*Another Alcoa ‘‘Market-Maker’” Promotion — December 


Millions will see it . . . millions more will hear it... 
Alcoa’s message to America: “Give ‘Star Light, Star 
Bright Gifts of Alcoa Aluminum!’”’ 


On Alcoa Theatre (NBC-TV Network, alternate Mon- 
days, 9:30 p.m. EST). . . two hard-hitting commercials, 
going home to over 25,000,000 viewers with aluminum’s 
bright, inviting story. 


On Alcoa Presents (ABC-TV Network, every Tuesday, 
10:00 p.m. EST) . . . four more commercials, presented 
on one of the nation’s most dramatic television series 
to a skyrocketing audience of more than 20,000,000. 


On Network Radio . . . reaching an estimated 3,000,000 
listeners with multiple sales messages on aluminum 
gift items. 


Make it pay . . . send for free display! 





*“MARKET-MAKER” sym- 
bolizes Aluminum Company of 
America’s year-round sales- 
stimulating programs for manu- 
facturers and retailers of alu- 
minum products. Watch for 
other “‘Market-Maker’’ promo- 
tions of FURNITURE e 
HARDWARE e COOKWARE 
e BOATS, MOTORS AND 
ACCESSORIES e SPORTING 
GOODS e MAJOR APPLI- 
ANCES e RESIDENTIAL 
BUILDING PRODUCTS 


Want more facts? 


Tie in with Alcoa’s sales-making theme, “STAR LIGHT, 
STAR BRIGHT GIFTS OF ALUMINUM” .. . fea- 
ture it in your own advertising and promotions... 
and send for your free display kit today! 


If you are a retailer, ask your suppliers of aluminum gift- 
wares to affix Alcoa labels to their merchandise at the 
factory. 


If you are a manufacturer, write us or contact your nearest 
Alcoa sales office for details on the simple agreement that 
entitles you to full labeling privileges. 


8 OUT OF 10 BUYERS [" | | panel 
KNOW THIS LABEL... | Watcoa @ | tothe 


IT’S THE BRAND BEHIND ALUAAINUAA Best in 
THE BRANDS THEY BUY swerve sourawr erase | Aluminum 


Aluminum Company of America 
1613-J Alcoa Building 
Pittsburgh 19, Pa. 


Send me your Free Kit of Display Maierial, featuring gifts made of 
aluminum for use in my store during December. 





i ee 


Address 


City 





Ordered by —_ 


-~-————-------4 
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Wire baskets and shelves for one 3’ section and 
one 2’ section for incandescent lamps, and a 1’ 
section for fluorescent lamps provide all the display 
space you need for effective stocking and selling. 
These units of the Store Modernizer can be adapted 
to fit any length fixture. 
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Sylvania’s new Store Modernizer! 


Are you selling lamps twice as 
fast as your average stock? You 
should be! 

And you can with Sylvania’s 
new Store Modernizer. It estab- 
lishes your store as a complete 
lamp headquarters. Stocked with 
our lamp assortment, based on 
continuing marketing surveys, 
this display will give you up to 4 
to 5 times turnover annually. 


Ask your Sylvania representative 
about this new Store Modernizer. 
Also ask him about the new Hard- 
ware Store contract. It will help 
you earn substantial new dis- 
counts if you buy more than $500 
in lamps annually. 

Call your Sylvania supplier to- 
day for full details or write: 


SYLVANIA LIGHTING PRODUCTS 
Dept. 9L-8209, 60 Boston St., Salem, Mass. 


¥SYLVANI 


Subsidiary of 


GENERAL TELEPHONE & ELECTRONICS | 
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FROM FRANKLIN — 


TWO GREAT, NEW GARDEN LINE ITEMS 


totally different approach to hose 
nozzle engineering! 


Just FLIP ‘ " , Classic in design! Masterful in simplicity! 
for any spray 4 wa d “Wiis FLIP’ operates upon an entirely new principle, 


never before known in hose nozzles. 


66 99 The Freshest Nozzle [dea in Years! 
| f —. Not merely a new nozz/e, but a 





No springs to rust. No lever to cramp the hand. No 
lock nuts to adjust. Nothing to get out of order. 


A gentle touch of the thumb adjusts “FLIP” for any 


spray. In a single half-turn, it goes from fine mist to 
jet stream. 


Positive, leak-proof shut-off. Comfortable shaped 
grip. True one-hand control. 


In rust-proof metal, chrome plated. 
In VISTA-PAK Display cards or in bulk. 











KLAM POR] ss 7te revolutionary, new Re-usable Hose 


Menders and Couplings that have 
PATENT NO. 2,725,246 obsoleted every other mender and 
coupling ever made. 














KLAMPON MENDER-COUPLING KLAMPON FEMALE COUPLING KLAMPON MALE COUPLING 


Mends plastic or rubber hose instantly; or Converts a plain hose end into a female Converts a plain hose end into a male connec- 
couples two pieces of plain-end hose. The only connection; or replaces a worn, bent, leaking tion; or replaces a tired, old, leaky coupling 
tool you need is your thumb; just press the lever coupling as quickly as you can bend your thumb. with the same ease and speed. No prongs to 
down for a leak-proof, pull-proof, blow-proof, All you do is insert the hose and press the lever pound. No threads to turn. No clamps to tighten. 
lifetime connection. Lift lever to remove. Solid. down. Just lift to remove. Made of solid, rust- Just press the lever down. Made of solid, rust- 
rust-proof metal; tempered steel spring proof metal; tempered steel spring. proof metal; tempered steel spring. 


SIZES; 7/16”, 1/2”, 5/8” — in VISTA-PAK Display Cards. Ask your Jobber or write us. 


SEE ““FLIP’’ AND KLAMPON — AND THE ENTIRE FRANKLIN LINE 
AT BOOTHS NOS. 378-379 — NATIONAL HARDWARE SHOW 


Write for 1960 Catalog of Modern Garden Hose Accessories 
FRANKLIN METAL & RUBBER CO., HATBORO, PA. 
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END PRICING PROBLEMS 
with P&G 
PRE-PRICED TOOLS 


Now P & C has taken the headwork, the 
guesswork, and the in-store-cost out of tool pricing. 
Each P & C tool comes to you plainly “‘tabbed”’ with 
the factory suggested retail price. You save on pric- 
ing time. You end customer confusion. You stop 
cash-register mistakes and check-stand profit losses. 
Every P & C tool sale is quick, easy, profitable. Get 
the complete facts from your P & C tool distributor. 


PRE-SELLING YOUR CUSTOMERS. A big advertising pro- 
gram in Saturday Evening Post, Popular Mechanics, Popular 


Science and other media is telling the P & C pre-pricing and quality 





story to build more sales for you. 


This complete tool 
merchandiser is bring- 
ing more profits and 
faster tool sales in more 
than 14,000 stores to- 
day. If you don't have 
one in your store you're 
missing too much. Get 
the facts on the R-150 
and other tool mer- 
chandisers. 


® 








TOOL COMPANY 


PORTLAND 22, OREGON ned 
Subsidiary of Pendleton Tool Industries,Inc. % ot 


> \ 
STRIE>- 
In Canada, Box 366, London, Ontario 
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a JIG, COPING and 


[7 fay SPORE SAW BLUE 





; 


FOR HAND FRAMES ¢f ' 
BA ; } OWFER ‘Al ‘ , 
- tJ WER iit AW S SABRE SAWS 


A complete saw blade sales center, at a low dealer cost and a high 
dealer mark-up. Everything you need to take care of the hobbyist, 
do-it-yourselfer and professional. And this unit is only 144” deep, 
less than 15” wide and only 8” high. Easel back for standup 
counter merchandiser, eye punched for wall or peg board display. 


Blades are packaged in individual plastic sleeves, each sleeve-pak 
regardless of type of blade is priced the same...perfect for self- 
service. Wide assortment of blade types, sizes, ends and teeth 
insures you'll have what your customers want. 


No. 50 Merchandiser contains 
5 packets each of the following 











Jig 
Jig 
Jig 











Jig 
Sabre 
Coping .050 
Coping 125 
Coping i .093 
Coping | 22T 093 
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..never shown before... 


AT BOOTHS 1005-1007 


MAGNOLIA PRODUCTS 
SELECTED MARLEX BECAUSE: 


MARLEX is a rigid, durable, premium-quality material used for hun- 
dreds of heavy-duty industrial and commercial applications, as well 
as for attractive home products. 


VIRTUALLY INDESTRUCTIBLE... Products made of MARLEX 
plastic are tough and strong. They withstand stresses, strains, im- 
pact and bending to give years of trouble-free usage. 


miel-1,0. 
EXCELLENT RIGIDITY .. . If you have been using items made new p F-tehaommalta el= 
of soft conventional polyethylene or rubber compounds, you'll be 3 


agreeably surprised by the sturdy structural rigidity of MARLEX is marve OuUS 


= ‘MARLEX 


BETTER TEMPERATURE RESISTANCE... You can freeze 
MARLEX at temperatures as low as 180° below zero without damag- 
ing it... and heat it up to as high as 250°F! You can boil or steam- 
sterilize MARLEX products. 


GLOSSY SURFACE... The hard, glossy surface of this new 
material has superior abrasion resistance and is very easy to clean 
and maintain. Products made of MARLEX can be designed in any 
color desired. 


GREATER CHEMICAL RESISTANCE... MARLEX is unaffected areh qd, won't break 
by most acids, alkalies, detergents, greases or oils. It has very low 

permeability to most liquids and gases. And it is nonabsorbent and Or COrro d e 
waterproof. 


NONALLERGENIC...MARLEX is compatible with all body tis- 
sues. It is even used for surgical sutures, tubes and prosthesis ma- 
terials. It is odorless, tasteless and nonirritating. 


CORROSION-PROOF, ROT-PROOF, BACTERIA RESIST- 
ANT ...No matter how long you subject MARLEX to hot, humid 
tropical conditions it never rots, rusts, discolors or mildews. Bacteria 
cannot attack it. 


MARLEX IS A TRADEMARK FOR PHILLIPS FAMILY OF OLEFIN POLYMERS. 


MARLEX 


PHILLIPS CHEMICAL COMPAN Y 
A Subsidiary of Phillips Petroleum Company, Bartlesville, Oklahoma 
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BATHROOM SEATS 
OUCV WH FEATURE NEW AQ 


PLASTIC HINGE 





See this new, tough and terrific hinge that’s made 
of rigid polyethylene. It cannot corrode, break, 
rust, or mildew. Here is another, exclusive Town 
& Country feature that allows you to forget every- 
thing you’ve ever heard about hinge problems. 
Now, more than ever, you'll find extra value in 
Town & Country seats—properly priced for profit- 


able merchandising. 
COLUMBUS, MIS BISSIPPI 
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Here’s the garden tools buy for the retailer with a 
sharp eye for net profits. Wood’s TRU BLU brand — 
increasingly advertised in national farm and garden 
magazines. The right quality to satisfy home gar- 
deners. Priced to make you competitive at a profit. 
If you have been wondering about a shrinking net 
profit, here’s your chance to do something 
constructive. 
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114 good garden sellers to 
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Buy direct 


WOOD 


12 


B22 
Brume Rake 


$2.22 Retail 


/ 


d 





ooLs BY / 





6 


S2PW 
y Weeding Hoe 
$1.68 Retail 


jf 6 
/ DF Long Handle 
; Floral Shovel 


$3.56 Retail 


As many dealers bought racks 
last year, we have put all of the 
value of this assortment in the 
tools where it will make money 
for you. If you want a second 
rack, or are buying for the first 
time, please order rack extra at 
$25.00 net. 









Wood’s 114PR assortment is selected for proven 
sales, and in the proportions you will probably sell. 
Grades are varied for the price spread to keep you 
competitive. (No loading with a quality home gar- 
deners don’t need and won't pay for!) Order Wood’s 
114PR assortment today. Be sure to specify the 
hardware wholesaler you want to handle billing. 


make you $132.69 profit 


from Wood. Drop shipped to your door. 
Billed through your regular wholesaler. 


woobD's 


12 


BR22 
Brume Rake 


$1.62 Retail 


Garden Hoe 
$2.10 Retail 


12 


05C2 
Long Handle 
Round Point 

Shovel 


$4.59 Retail 


GARDEN 


12 
A1l4 Bow Rake 
$3.20 Retail 


AFE'% 
Garden Hoe 


$2.64 Retail 


6 


DF6 
Long Handle 
Floral Spade 


$3.92 


‘ 


6 


f ALS14 
ff Level Head Rake 


$2.72 Retail 


6 


AW4 
4-tine Cultivator 
$2.88 Retail 


mn... Fork 
$3.92 


TOOLS ASST. 


/ 


f 6 

| GE5 
Rotary Edger 
& Trimmer 


$4.50 Retail 


/ 6 
/  pw36 
Dandelion Weeder 
$1.29 Retail 


ome 
Grass Trimmer 


$2.04 


/, 
Y, ORDER 114PR ASSORTMENT 


114 tools. Retail $327.05 


(4) Clee eee 


You pay only $194.40 


04:1) - a ee A 


You make $132.65 


LESS 5% early order discount be- 
fore Nov. 1, 1959. 


| \ The Wood Shovel & Tool nba. Piqua, Ohio 


ZONE 2 PRICES ap- 
ply to Montana, Wyo- 
ming, Colorado, New 
Mexico, El Paso 
Texas, and all states 
West thereof. 


RACK EXTRA 
$25.00 NET. 
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NEW OSROW 
ROLAWAXER 
HAS THE 
FLOOR! 


OSROW 


AOLAWAXER 


Stand up and cheer this revolutionary 
new floor waxer. Hardware dealers 
and distributors from coast to coast 
have a brilliant future with the great- 
est time and work saver ever to 
brighten the lives of America’s house- 
wives. The drudgery, the backaches, 
the misery of floor waxing are gone for- 
ever when the Osrow ROLAWAXERS 
Start rolling into thousands of homes 
all over the country. Sensational fea- 
tures include the exclusive Golden 


Roller that spreads wax evenly, effort- 
lessly; plus special buffers that 
smooth wax to a super-high gloss! 
And ROLAWAXER sales will send your 
volume sky-high when Osrow’s great 
advertising and promotion campaign 
gathers momentum. 


rapt th re 0 95 


FAIR TRADE 
quart of Rolawax PRICE 


THE FAMOUS (77,7 WHIRLAMAY (f/ WHIRLA-WAY 
PRODUCTS CO., INC. GLEN COVE, L. 1., N.Y. : 
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Here are a few of the stores who will promote Rolawaxer 
in their local newspapers! 


Macy’s e Famous-Barr eHutzler’s e J.L.Hudson 
The Shepard Co. @ Bucks, Inc. @ The White 


House @ Maas Brothers @ Jordan Marsh e J 
William Block Co. @ Carson, Pirie, Scott ¢ — ST 
Zahn's @ Wolff, Kubly, Hirsig e H. C. Prange e oa RO 
Schusters @ Rosenbaum’s ® Strouss Hirshberg LI 


Co. @ Sterling Lindner e F&R Lazarus e C. E. (N TH 
Chappell e The Boston Store e Donaldsone ory j E 
Stewart & Co. e Bon Marche @ Meier & Frank e : | : WAX / 
John A. Brown @ Titche-Goettinger @ Pfeifers @ — | . 
Foley’s @ Rich's @ Meyers-Arnold e S. Kann @ a: ‘ \ 
Loveman’s @ B. Gertz @ Hochschild, Kohn e _.— al 

Abraham & Straus @ Lit Bros. @ Levy Bros. @ : ee f OSROW 
Bloomingdales @ Gimbels e Howlands Dry ) | J 

Goods @ B. Peck ¢ McCurdy @ Fowler, Dick & i 1 ROLAWAXER 
Walker © Adam,Meldrum & Anderson @ Wm. oe 

Hengerer Co. ¢ Morehouse Fashion e Beerman ve r -) 
Stores @ Rollman & Sons @ May Co. @ Joseph i tet ta a 4 ‘ Pa * 
Horne @ Shillito's ¢ Daytons-Schuneman e abet mm Nave VE" had No waste 


wwe Golden fi - 5! ROLAWAXER’s erciy 
of 


‘ ; OMe Spreads exact 
Elder & Johnston e Kaufmann’s @ Richard's cat tt te hed sd he er oven a ta ea 
Dr ihant way fimsh your floors four rouanargy ee te rcs, sea Pai 
¥ wh 


FULL PAGE AD . eae 
OCTOBER 19th LIFE = 


The huge circulation of Life Magazine will tell the exciting 

story of new Osrow ROLAWAXER to women everywhere. As it becomes as 

indispensable as the household broom, ROLAWAXER will end years of floor waxing discomfort for the 
housewife, and begin a profitable new future for everyone connected with the hardware industry. 


TV, RADIO, AND NEWSPAPERS SPREAD OSROW GIVES ROLAWAXER SALES AN 
THE WORD! Saturation television and radio EXTRA PUSH WITH FREE WAX OFFER! 


. During the introductory 
spots will make ROLAWAXER a household word period, Osrow provides you 


in every home with a floor to wax! Newspapers in with a $1.49 quart of ‘Sealed 

; ——— ds with Finish’’ ROLAWAX with new 
every important city will carry ads with names heute Dnaiiie 
of ROLAWAXER dealers that carry it. Be the free with every ROLAWAXER. 
dealer in your neighborhood to stock the most As a re-sale item, ROLAWAX 


also is available in 14 gallon, 
sought after household item in years! gallon, and industrial sizes. 


See us at the Hardware Show, Booth 465, Coliseum, in New York 


PATIO HUSKEE .) SNO-OFF 
& INDOOR SMOOTHEE SNOW BRUSH 
BROOMS 


, 
. 
a te tae ee Cab 1S. be TA. < Minin Rites Bee 
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BORG PRICE PROMOTION: 
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for the first time 

in history, Borg offers 
an uncontrolled 
price-promotion scale! 


This special Borg model is now being offered 
by your wholesaler at a price that enables you 
to offer it retail at $6.95 or less ( East of Denver) 
with full profit— 

...or, if you choose, you can be competitive in 
price with cheapest scales, against which you 
offer a full-quality Borg scale, with precision 
mechanism, magnified dial, handle, and smart 


Basket-weave mat of durable Vinyl. 


Get your wholesaler’s price today on Borg 


Model 811-H. 


6 colors: 
Black, White, Pink, Blue, Yellow, Green 


A SCALE 





Borg-Erickson Corp., Chicago 51 


igre 1-TimMeE 
TO poNTINUED 


“5 ECiA— 
R Sa 
ON CE 


OR 
: SEPT. 30 
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It took many helping hands to grow the 
Melnor garden line. Our suppliers, whose 
quality materials are the backbone of our ALCOA 
products, and our skilled factory personnel. 
And certainly without the loyal support of 
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our distributors, wholesalers, and dealers, our These modern new facilities will mean < 
greater supply of top-quality Melinor products 
new plant would never have been possible. available to dealers . .. and their customers 


all over the country. Only top-quality ma 
Our gratetul thanks to them, and to terials are used to make Melnor products . . 
everyone who helped make Melnor the and for this reason, light-weight, long-lasting 
completely carefree Alcoa aluminum is usec 
great name in the garden industry. wherever possible in Melnor sprinklers anc 


gardening aids 
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One of our proudest accomplishments at 
Doehler-Jarvis is that we have supplied die 
castings to Melnor Industries from the very 
Start. Every Melnor sprinkler made since then 
contains quality-controlled Doehler-Jarvis die 
castings. We have had the privilege of watch 
ing Melnor grow into its spacious new facill- 
ties in New Jersey. And we look forward to 
the future with you — at your service with 
quality products to fill your die casting needs. 


+“ wOrm 4 4000 3s letetyee ™ Y | 68) 
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We've been holding Melnor sprinklers to 
gether for years — and holding down their 
prices besides. With Keystone Engineered 
Specials replacing costly screw machine 
parts, Melnor has been able to turn out 
quality lawn products at a popular price level 
Keystone Fasteners, machine screws, self 
tapping screws, bolts, nuts, rivets, and other 
fastening devices always insure uninterrupt 
ed service and highest standards 








SMITH) GREENLAND 


COMPANY ING 
ADVERTISING 





An advertising agency usually travels incog 
nito, but please allow us this brief moment 
of identity. Over the years, our relationship 
with Meinor has been unusually gratifying 
Besides creating their advertising, we were 
privileged to share responsibility in the areas 
of merchandising, research, packaging, and 
Sales promotion. It is most rewarding to see 
our contributions reflected in Melinor's re 
markable growth 
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A ROUND OF APPLAUSE 
FOR THE NEW MELNOR PLAN 


“Congratulations, Melnor Industries, your continued growth 
is a testimonial to your fine products...” 


The Aluminum Company of America 


“Saluting you — the people of Melnor —in achieving your 

latest expansion is to us more than a warm congratulations. 
This latest milestone is a giant step in progress, 

and we are deeply proud of the invaluable association with you.” 


Frank J. Koegler, General Manager 
Doehler-Jarvis Division of the National Lead Company 


“It is a pleasure to congratulate Melnor 

on their splendid progress. | know that a close relationship 
between ourselves and Melnor has helped make it possible. 

We consider this association a cornerstone of your new building.” 


|. J. Feldman, President 
Keystone Bolt & Nut Corporation 


“Your new home is a giant step in the direction you ve been 
travelling from the start... upward! Its setting in the Garden State 
is a working symbol of Melnor’s goal: ‘A greener America’.”’ 


Martin L. Smith 
Smith /Greeniand Company, Inc., Advertising 


OUR NEW ADDRESS: MELNOR INDUSTRIES, INC., MOONACHIE, NEW JERSEY 
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Builder's sign announces another step of progress by hardware wholesaler. 


Wholesalers spend $25,000,000 


for modernization and expansion 


W holesaler-dealer team being backed by large investments to lower costs, give 


better service, Hardware Age study reveals. Here are the facts. 


by E. L. Barringer, managing editor 


Is the hardware wholesaler planning for the future? 

The answer is an emphatic “Yes.” 

In fact, in a period of less than two years, hardware 
wholesalers will invest some $25,000,000 in new ware- 
houses and new office business equipment. 

This fact was revealed in a special study of invest- 
ments in new warehouses, expanded facilities and new 
office equipment by wholesalers in the past year, or 
planned for the next 12 months. 

This study, conducted by HARDWARE AGE, shows the 
following facts: 

@ $11,716,000 was spent for new warehouses com- 





pleted within the past year or now nearly completed. 

@ $9,455,000 will be spent for new warehouses to 
be completed in the next year. 

@ $3,057,500 was spent for major improvements 
and expansions of warehouses completed in the past 
year. 

@ $295,000 will be spent for major improvements 
and expansions of warehouses during the next year. 

@ $579,685 spent for office business equipment pur- 
chased within the past year or about to be purchased. 

These significant investments reflect on strong 
faith, not only in the wholesaler’s own future, but 


HARDWARE AGE, September 24, 1959 © 49 





Wholesalers spending $25,000,000 


(Continued ) 












Wi, PLANNED 
_ $9,455,000 





IMPROVED 
IN LAST YEAR 
$ 3,057,000 


OFFICE AND F WAREHOUSES TO 
BUSINESS EQUIPMENT Ube IMPROVED NEXT 
$580,000 YEAR- $295,000 


also in the future of the manufacturer-wholesaler- 
dealer method of distribution. 

The expenditures reported in this study were 
spurred by an appreciation of the need for lower dis- 
tribution costs and better dealer service. 

The study by HA was conducted among general line 
wholesalers, as tabulated in HARDWARE AGE Verified 
List. It does not include the investments made and 
planned by hundreds of smaller, specialty distributors. 

Adding the investments of these specialty distribu- 
tors to that of the general line wholesalers would sub- 
stantially increase the totals reported here. 

The $11,716,000 invested in new warehouses last 
year produced structures that follow the post-war 
trend in general layout and location. 

The study shows that 80 percent of the new ware- 
houses were one-story structures. The remainder are 
multi-story buildings. 

About 72 percent of these new warehouses are in a 
new location. 

The suburbs rank first as a location, with 40 per- 
cent of the new warehouses built there. A major factor 
in suburban locations appears to be the building of 
superhighways by-passing cities. There is easier ac- 


Fig. | How hardware wholesalers are 
investing in new plants, office equipment 


Warehouse features 


Material handling with fork lift truck 





a 


a 
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Material handling with conveyors 





cess for customers, and for trucks 
making deliveries and _ pickups. 
Also, there is ample room for cus- 
tomer parking and for expansion. 

Downtown locations account for 
36 percent of the locations. Indus- 
trial sites represented 24 percent 
of the total. 

Outstanding features of new 
warehouses, both those built and 
planned, listed by wholesalers are 
to lower operating costs and to 
provide better service to dealers. 

The features recurring most 
frequently are material handling 
methods and better arrangement 
of merchandise. Improved display 
facilities ranks third, followed by 
parking for customers, air condi- 
tioning and improved customer ser- 
vices, such as shipping docks and 
will call departments, given about 
equal rank. 

(Continued on page 61) 





services to dealers 


—--\ RE“ 


a 


Parking for customers and employees 


Better stock arrangement, using more cubic space 











Fig. 2 Warehouses completed this 
year follow 1-story building trend 
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Dr. Wilkinson began his career as an in- 
dustrial engineer. In 1935 he returned to 
his alma mater, the Newark College of 
Engineering, as Professor of Industrial En- 
gineering for seven years. 

During World War II he was an officer in 
the Ordnance Department establishing of- 
fice, plant, and warehouse work standards. 

In 1949 he was appointed director of 
research for a prominent New York man- 
agement consultant. Two years later he 


organized the company which bears his 
naine. 

In the last six years he has advised man- 
agement of distributing companies on 
management problems. He has conducted 
financial analyses, management organiza- 
tion and improvement surveys, methods 
and procedures studies for office and ware- 
house. Under the auspices of five national 
distributors associations he has carried out 
coast-to-coast surveys for the benefit of 
thousands of members. 


Wholesalers fight profit squeeze with 


Modern Methods 


What will the wholesaler of the future be like? How can the wholesaler 


strengthen his position on the wholesaler-dealer team? Can the 


wholesaler meet the challenge of the booming ’60’s? Here is an authentic 


report on steps wholesalers are taking to meet the needs of the future. 


Four years ago the dean of a prominent school of 
business administration gave me some advice. “Don’t 
try to cultivate clients in the field of wholesale hard- 
ware distribution,” he said. “Within five years there 
will be no more wholesalers.” 

Four of the five years have passed. Wholesalers 
are still with us. His words, however, were not idle 
scare mongering. He was reflecting a growing reali- 
zation of the impact of changing patterns of distri- 
bution. 

Everyone knows that the wholesale-retail pattern 
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of distribution is under attack. Many think it is 
doomed. Wholesalers do not appear to share this 
opinion. Far from preparing to shut up shop, they 
are working harder than ever to offer greater service. 

‘We have reasons for being concerned about the 
future of wholesaling. The industry is under a double 
threat. 

On the one hand it suffers from the profit squeeze 
that has attacked all small business. 

On the other, it is battered by new forms of com- 
petition. Discount houses, chain stores, and direct- 








by Dr. George D. Wilkinson 
President 

George D. Wilkinson Co. 
Princeton, N. J. 


to-you dealers have sprung up in all parts of the 
country. Offering low prices for fast turnover, the 
new stores are cutting into sales that formerly went 
to the wholesaler’s customer. 

Can the wholesaler survive? 

First we must answer another question. Can the 
independent retailer compete with the mass marketer? 

Everyone knows the answer. 

The independent retailer will stay in business 
under only one set of conditions. He must offer to 
the consumer at least as much as the chain store and 





the discount house can. Customers will not subsidize 
any business merely because it is an old and time- 
honored way of doing things. 

This fact poses a challenge to wholesalers and re- 
tailers alike. Acting as a team, they must find ways 
to reduce the cost of doing business. They must 
make their stores more attractive, promote their mer- 
chandise more effectively, offer more service. 

Can they meet this challenge? 

Most wholesalers think they can. I think they are 
right. As a management consultant, I know what 
wholesalers are doing to lower the costs of doing 
business. I am sure that their future is bright. 


Impressive accounts of progress 


In this article we shall turn our attention to the 
management of the wholesale business. Here we find 
impressive accounts of progress. Wholesalers are not 
standing still. Seeking for ways to reduce operating 
expenses and offer greater services, they are explor- 
ing every facet of their operations—and finding ways 
to improve them. 

The best way to start any story is at the beginning. 
The history of the wholesale distribution of merchan- 
dise is as old as the history of civilization itself. In 
this country, many wholesale houses trace their his- 
tory for more than a century. One of my clients has a 
record of continuous business since before the Revo- 
lution. 

In another age, the stability which comes with 
being in business for a long time would be an asset. 
In our day, it can be a handicap. The old firm is 
bound by tradition. It has evolved ways of doing 
things which were successful in days passed, and is 
fearful of changing them. A profitable and successful 
firm is not tempted to seek newer methods. 

Most wholesale hardware companies were profitable 
at the close of World War II. They had been in 
business for many years. Most of them had weath- 
ered the great depression of the thirties. They knew 
how to get along in lean years. 

Suddenly prosperity came upon them. The postwar 
market grew more rapidly than many dreamed it 
would. Selling was order taking. The lag in chang- 
ing over to peace time production created a scarcity 
of goods, and margins were high. 


New distribution patterns emerge 

Expansion and growth were the orders of the day. 
Employment doubled and tripled. Warehouses were 
crammed to the bursting point. New buildings were 
built. All the while, sales and profits continued to 
mount. 

Then came the change. 

Demand born of wartime scarcities slacked off while 
productive capacity began to turn out peacetime con- 
sumer products. 

The newer, postwar patterns of distribution began 
to emerge. Customers thronged to discount houses. 
The drive to cut prices was on. 

Suddenly the industry was in trouble. In some 
cases sales slacked off. In all cases profits fell. Many 
companies found themselves with sales two or three 
times as great as they had been before the war, but 
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with profits that would have been pitiful in the 
thirties. 

At this point executives in progressive companies 
realized that the success formula of the past was no 
longer valid. A break with tradition was in order. 
They began to study what other industries had done 
to meet the price squeeze. 

One of the first things they discovered was that 
smart business men were as conscious of operating 
expenses as they were of gross profit. They learned 
that overhead was not a necessary evil, but a measure 
of the effectiveness of the ways in which they did 
business. 

These were new concepts to many executives in the 
wholesale field. They seemed to run counter to every- 
thing that a wholesale firm stood for. 


Problem: good service, low costs 


Traditionally, a wholesale house is a limitless reser- 
voir for its customers. It stocks large quantities of 
all kinds of merchandise. In return for its share of 
the distribution dollar, it gathers stocks from all types 
of manufacturers and makes them available to re- 
tailers at a moment’s notice. 

This seems to imply that the wholesaler must dis- 
regard the factors which add to his cost of doing 
business. Inventory turnover, for example, should be 
secondary to having items on hand when retailers 
needed them. Sufficient people are needed to provide 
adequate service regardless of labor cost. Customer 
service is all important, and overhead expense is a 
necessary consequence of the need to provide it. 

The question which progressive management asked 
itself was: 

“Can we find ways to continue to render good ser- 
vice to the retailers without incurring high overhead 
expenses ?” 

The start of the decade of the fifties was the time 
when wholesale executives began to look for answers 
to this question. In the intervening years they have 
found the answer. They can go beyond their first 
expectations. They can render better service, at lower 
cost, with less expense, at more profit to themselves 
and to their customers. 


Not what, but how you do things 

Wholesale hardware companies have been fighting 
the battle of operating expenses. Their victories have 
been a significant factor in combatting inflationary 
trends. 

How do you go about cutting expenses without 
reducing services? 

You do it by better management. This means that 
you pay attention to the way you do things. 

An interest in management was new to most whole- 
sale executives. Traditionally, they were preoccupied 
with merchandising. Most of them had been sales- 
men. Many still were actively handling prominent 
accounts. In most wholesale companies, every execu- 
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tive had a share of the total lines to buy. Thus, buy- 
ing and selling were the occupations of the major 
executives. 

The only mature people working in the warehouse 
and office were those who had failed to be promoted 
out of them. Small wonder, therefore, that the typi- 
cal wholesale executive found it difficult to give man- 
agement the attention it deserved. 

A good executive, whatever his background or per- 
sonal inclinations, is profit conscious. 


There's more to it than new plants 


As soon as wholesale executives learned how im- 
portant operating expenses were to net profit, they 
become management conscious. The presidents of 
today’s wholesale houses are invariably management 
conscious. Most companies also have a major execu- 
tive whose primary concern is with operations, rather 
than with merchandising. The work of these execu- 
tives is reducing costs and increasing service to the 
retailers. 

Operating executives in the wholsale industry have 
found three areas for lowering expenses and improy- 
ing services: modernized facilities, streamlined meth- 
ods, and effective organization. 

To retail dealers, the physical facilities are the 
most impressive. In new buildings dealers see tangi- 
ble evidence of the wholesaler’s ability to keep pace 
with modern needs. 

To others, however, a modern, one-story warehouse 
or a big, shiny delivery van is only one side of the 
story. The real revolution in the industry lies be- 
neath these externals. It is found in the basic new 
organizational ideas of present day wholesale com- 
panies and in their never ending quest for better ways 
of getting things done. 

To appreciate the new organization of the whole- 
sale hardware company, you must know how it used 
to be. 


Lost in a wilderness of details 


Remember that most wholesale companies have 
attained their present size only within the last twu 
decades. Prior to World War II, most of them were 
much smaller. They had evolved organizational con- 
cepts suited to their size. 

In a typical small company, everyone did a little bit 
of everything. The president waited on the will-call 
counter. The office manager took telephone orders 
from customers. Outside salesmen helped pick orders 
in the warehouse to make sure their customers got 
exactly what they had ordered. Everyone did his 
share of the buying. 

This kind of arrangement worked fine, as long as 
the companies were small. By the fifties, though, com- 
panies had expanded, and the system began to break 
down. Harried executives found it hard to keep up 
with their buying while they tried to keep in touch 
with their customers. Service was hard to keep up. 
Even though inventories were mounting, more and 
more frequently items were out of stock and had to 
be back ordered. Customers began to complain. 

This was the situation when I first started to work 
with wholesalers. Although I was sure that speciali- 
zation would pay off, everyone said it would not work. 





They told me that every buyer had to have a sales 
responsibility. He could not buy intelligently unless 
he knew the customers and the way the product was 
moving. It sounded convincing, but I had my doubts. 
Then I visited a company that had tried a new way 
and found that it worked. 

I was drawing the organization chart for the presi- 
dent. “‘How many buyers do you have?” I asked. 

He looked at me and smiled. “I’m going to introduce 
you to the only man in the industry who does all the 
buying from one desk,” he said. 

I was immediately interested. He took me into the 
office next to him and introduced me. “Dr. Wilkinson 
tells me that he has never before met a man who 
bought all the lines in the house, Jack,” he said. “Tell 
him how you do it.” 


Secret of one company, one buyer 


Jack proved to be pleasant, and very willing to ex- 
plain the secret. “We had to make two big changes,” 
he told me. “In the first place, I stopped working with 
the salesmen. We have a sales manager, and the boss 
says that sales are his responsibility.” 

“But if you don’t have any personal contact with 
sales,” I interrupted, “how do you know whether an 
item is moving or not? I have been given to under- 
stand that buying and selling must go together.” 

“They go together, hand in hand,” Jack admitted, 
“but still they are separate. The sales manager and 
[ have to work closely, but we keep our jobs separate. 
I do not work with the salesmen, and he doesn’t buy.” 

“What do you mean by ‘working closely’?” I asked. 

“Whenever a question of a new line comes up, I dis- 
cuss it with him. I never buy anything that he thinks 
won't sell. I always get his estimate of the quantity 
he thinks he can move before I place the first order. 
On his part, he checks with me on probable price 
changes, and depends on me for product informa- 
tion.”’ 

“Does that mean you arrange for sales meetings,”’ 
I queried. 

“No, that is the sales manager’s job. He tells me 
what lines he wants to push and what kind of help 
he would like. Then I find out what is available. I get 
the literature and arrange for vendors’ men to come 
in. But he sets the time and place of the meetings, or 


decides where the vendor’s man will go. In short, he 
handles everything dealing with the salesmen and 
the customers. I handle all contacts with the ven- 
dors.” 

“It sounds logical,” I admitted, “but you still have 
not told me how to keep up with sales.” 

“IT told you that we had to make two changes,” he 
reminded me. “The second change has been to put 
all of our items on perpetual inventory cuntrol rec- 
ords.” 

“And that does it?” I asked. 

“That does it,” he said. “Here are the records on 
a line I was working on when you came in. See, here 
on this card I have all the sales on this item, showing 
the number of items sold, and the dates of sale. You 
see I also have the amounts I have purchased, and 
this figure here shows you how much I have on order. 
Then on this card I have a summary of the monthly 
sales of this item for the last two years. We have 
only had these records for two years, but eventually 
I’ll have data for as many years as I'll need to know.” 

“IT know far more now,” he continued, “than I used 
to when I followed sales personally. The numbers on 
this card give me a much better picture than I used 
to get by talking with our salesmen. What’s more, 
I can easily follow all of our lines, while before I had 
all I could do to keep up with the few I was buying.” 


The pay off is fewer back orders 


This conversation with Jack was typical of many I 
have had since that time. Wholesalers are recogniz- 
ing that the old system of buying by rule of thumb 
and keeping an eye on warehouse stocks is not enough. 
Under that system, they frequently found themselves 
with overstocks of some items, and entirely out of 
others. Often, too, their first indication of trouble 
came when they noticed the item being back ordered. 

Here, then, is one of the examples of how whole- 
salers have found that they can cut their own costs 
while giving retailers better service. It is not as 
spectacular as a new building. Many retailers, in 
fact, are probably not aware of it when their whole- 
saler changes to perpetual inventory control. Retail- 
ers probably notice the reduction of backorders, how- 
ever, as the new system begins to take effect. 

We might mention other similar hidden improve- 





Just what are the booming 60's? 


Business economists talk frequently about the booming 
60's. What do they mean? The booming 60's is used 
to describe a belief that the decade of the 1960's will 
see a tremendous expansion in industrial output, distri- 
bution, and sales. The key factor underlying the optimism 
is the fantastic increase in the number of young people 
since the World War I! years. As the war-baby crop 


comes of marrying age during the 1960's it will form 
households in record numbers. In so doing, this unit of | 
the population will become a steadily more important 
factor in the economy. The big increase in the marriage | 
rate is expected to be immediately reflected in all hard- 
ware, particularly in housewares, lawn and garden, and 
do-it-yourself categories. 
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ments. Take billing for example. A wholesaler han- 
dles more customers’ orders than he does any other 
kind of paper. It used to be common practice to 
reproduce the information on them several times in 
the process of filling, shipping, and billing. 

One company I am working with used to prepare 
three separate copies of the same information. If 
we count the piece of paper on which the order 
reached the house, they had four separate documents 
on each order. The orders usually came in on memo 
order blanks prepared by the company’s own sales- 
men. From this blank they copied off the items on 
warehouse picking sheets, one for each warehouse 
department. Then, from the picking sheets a pack- 
ing list and driver’s manifest was prepared. Finally, 
a customer’s invoice was typed. 


Trail of an order in the warehouse 

With so much copying, errors were frequent. Fur- 
ther, with so many sheets of paper to keep track of, 
many orders were delayed while the papers were 
brought together. Often, too, orders were lost alto- 
gether, because it seemed a hopeless task to try to 
keep track of all of them. 

To replace this effective but cumbersome system 
the company adopted a one-writing system of billing. 

The salesman now prints or neatly writes up the 
customer’s order on a translucent order blank. He 
usually does this as he takes the order in the cus- 
tomer’s store. 

He mails it to the office. There girls put it through 
a machine which reproduces a copy for each ware- 
house department, and enough copies for all shipping 
purposes, 

Later, after the order has been shipped, clerks 
insert prices on the original order form, and calcu- 
late the amount of the bill. The same piece of paper 
is then put into the machine one more time to pro- 
duce a bill for the customer. 

Thus, the information that the salesman wrote on 
the original order returns to the customer on his bill 
in the salesman’s handwriting. 

Because there has been no copying, errors are kept 
to a minimum. Just as important is the fact that the 
new system means less paperwork. Hence orders get 
to the customer quicker. 


Things are different in warehouses 


Many retailers have probably been aware that they 
are now receiving handwritten invoices instead of 
the neatly typed bills they used to receive. Probably 
few of them have connected this fact with the con- 
tinuing program of the wholesalers to reduce costs 
and increase service. 

I have mentioned new buildings several times. Let’s 
look at what goes on inside them. From the retailer’s 
viewpoint, the inside activity is far more important 
than the outside of the building. 

Behind the warehouse walls we discover a veritable 
management revolution. It is this revolution which 
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is important, not the outside of the building. In fact, 
many progressive wholesalers have found that they 
can participate in the revolution without having a 
new building. 

One of the largest wholesalers in the country cut 
its warehouse costs nearly in half while giving better 
service. The outside of its warehouses have not 
changed. You have to go inside to discover the dif- 
ference. There you discover that all merchandise is 
now located in accordance with a carefully laid out 
plan. 

The warehouse manager will show you a three- 
dimensional model of the entire group of warehouse 
buildings, with all shelves, bins, and storage racks 
reproduced, All the executives in the company had an 
opportunity to study this model and make suggestions 
for rearranging the layout. 

When the layout best suited to the company’s needs 
was finally agreed upon, the merchandise was re- 
arranged in accordance with the plan. Now every 
item has its warehouse location. The location is 
based upon the kind of handling the item requires, 
and the frequency of its movement. The result is 
fewer steps in picking an order. This in turn means 
lower warehouse expense, and faster service to the 
customer. 

Another change in warehouse operations is in the 
way materials are handled. Only a few years ago the 
two-wheel hand truck and the four-wheel float were 
standard warehouse equipment. Most warehousemen 
assumed that the fork truck and pallet would not be 
suitable. 


Office turns out better work faster 


In the last five years many wholesalers have found 
that it pays to receive bulky merchandise on pallets, 
and stack them high with the fork truck. This is 
true even when the items must then be removed from 
the pallets one at a time to fill orders. 

The result has been a substantial decrease in the 
amount of floor space required—because the material 
is stacked higher. It also means faster service and 
lower costs. 

Other wholesalers have experimented with more 
complicated materials handling systems. Many of the 
newer warehouses are equipped with an endless mov- 
ing chain making a circuit of the pick areas. Mer- 
chandise is placed on four-wheel floats. These are 
then hooked on to the moving chain and hauled to 
the shipping area without any further manual labor. 

Smaller warehouses, and older ones not suitable to 
the drag-line principle, have found conveyors slash 
the need for warehouse labor. 

The office has come in for its share of mechaniza- 
tion, too. Many wholesalers experimented with ma- 
chine accounting and punched card systems. 

The first attempts in this direction were not always 
successful, and often they were discarded. With the 
advent of the electronic brains, wholesalers began to 
take a new look at the situation. The new machines 
offered an opportunity to effect substantial savings. 
What is more, they promised to do the work incredi- 
bly faster than was possible under the best manual 
systems—and with far greater accuracy. 





The second look has convinced many managements 
that the new machines have a place in the industry. 
They realize now that they must change their way of 
doing things to accommodate the machines. Many of 
the earlier apparent failures of the machines now 
appear to be the result of trying to adapt the ma- 
chines to the business, instead of the business to the 
machines. 

Of course, the giant electronic brains are only for 
the largest companies. At least one company has one 
in operation, and several more have machines on 
order. But the new machines have something to offer 
the small company, too. 

Punched cards are being used for bookkeeping and 
for sales analysis. Now some companies are experi- 
menting with them for keeping perpetual inventory 
control records. 

An exciting new development is the use of punched 
tape. Information which does not vary, such as the 
customer’s name and address, or the standard nomen- 
clature for inventory items, can be prepunched into 
tapes. These tapes are stored until needed in paper- 
work processing. They are then used to control 
electric typewriters working at better than twice the 
best speed of a good typist. 

Here, as in many other machine innovations, speed 
is not the only advantage. Once the tapes have been 
correctly punched, the information is invariably cor- 
rectly taped, and paperwork errors are reduced. 

Punched tape is finding its place in a combined in- 
ventory and billing process. The new system promises 
to be even more speedy and accurate than the one 
writing system I described earlier. So it appears that 
in billing we have made a full circle. At one time, 
not so long ago, the retailer could spot a progressive 
wholesaler by looking at his bills. A handwritten in- 
voice was a sure indication that the wholesaler was 
keeping up with modern practices. Although it is too 
soon to predict that all wholesalers will adopt punched 
tape, a wholesaler who goes from a handwritten in- 
voice to a typed one may not be reverting to an older 
system. He may have just purchased an electric type- 
writer controlled by punched tape. 





Another article by Dr. George D. Wilkinson 


The second article by Dr. George D. Wilkinson will 
be published in a forthcoming issue of Hardware Age. 
This article will take up specific problems of manage- 
ment such as Perpetual Inventory Control, Material 
Handling, Work Measurement, and Billing. 











The changes and improvements which I have de- 
scribed do not by any means exhaust the subject. 
Others who are familiar with the business might well 
pick other developments as more significant or more 
far reaching. The truth is that the methods of operat- 
ing a wholesale hardware business are changing 
almost daily. Executives in the industry have dis- 
covered that the cost saving techniques developed in 
other fields are suited to their business. Having dis- 
covered what can be done, they have tackled the prob- 
lem with vigor. Most of them are quick to say that 
they have only begun to change. The next few years 
will see even more changes than the past. 


tetailers can count upon their wholesale partners 
to do their share in keeping the independent dealer 
competitive. 

The ferment of the management revolution I have 
been describing is working throughout the entire 
wholesale hardware industry. 

I am going to tell four stories of what companies 
are doing. Each story is based on fact, but to conceal 
identities of persons and companies, I shall alter 
some of the details in each case. This will not matter. 
In fact, I shall be surprised if many of you will not 
imagine you can identify the companies as you read 
the stories. The truth is that any one of several com- 
panies could fit the pictures depicted in each story, 
because the whole industry is on the move. 

I could say that any resemblance between persons 
or firms in the stories and persons living is purely 
coincidental. Actually, you will not have to go far 
to find a wholesaler who is doing the things I shall 
describe. @® End Part I 
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Material handling methods also 
improve the cubic capacity of a 


house is fast fading. The trend is 


in two or three years through re- 
duction in personnel.” 

The data used in this article is 
based on reports from 151 whole- 
salers from all sections of the 


warehouse. Merchandise on pallets, 
or in big shipping cartons, can be 
stacked higher, on shelving and in 
bulk storage areas. This trend in- 
dicates more study is being given 
to cubic content rather than to 
square footage. 

Better arrangement of merchan- 
dise reflects a trend in management 
to upgrade the importance of ware- 
house layout. The policy of stowing 
a new line, or new numbers, in the 
most convenient place in a ware- 


to plan stock locations to keep all 
inventory of a line in one place, to 
have an orderly storage plan of 
related lines for easier, faster or- 
der picking. 

“We have established a research 
and planning department which is 
constantly exploring new systems 
and methods both in the office and 
the warehouse,” reports one whole- 
saler. 

“New machinery and equipment 
will be installed as needed. The 
goal set is to pay for equipment 


United States. 

Comments given by wholesalers 
participating in this study indicate 
that the use of outside consultants 
for studying problems of whole- 
salers is probably greater than at 
any time in the history of the in- 
dustry. 

The editors want to express 
thanks to Thomas A. Fernley, Jr., 
managing director of the National 
Wholesale Hardware Association, 
for his helpful contributions to this 
study. 
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olesalers’ 


shows... 


a need for standards ? 


“Most wholesalers’ shows are wonderful pro- 
motion opportunities, but we feel there is a need 
for some standardization of policies followed by 
wholesalers in running their dealer shows. 

“The cost of participating in these shows is 
increasing each year and no two wholesalers use 
the same methods in setting up charges against 
a factory that exhibits in a show.” 


This statement sums up the feelings of many manu- 
facturers. With the number of wholesalers’ shows 
rising steadily each year, the cost of participating in 
these events has also shown a substantial increase. 
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These costs, in the opinion of factory sales execu- 
tives, have reached a point where the whole subject of 
wholesalers’ shows needs a careful appraisal. 

The experience of most factories with wholesalers’ 
shows has been very good. The general feeling is that 
this type of dealer show is an ideal means of contact- 
ing dealers. Many factory sales managers consider 
these shows as especially effective in doing missionary 
work. 

The sponsorship and endorsement of a product by a 
wholesaler provides an ideal atmosphere for introduc- 
ing a new product or for spreading product knowledge. 

However, there is a great variation in the quality 








by W. A. Phair, editor 


of these shows and in the costs charged to the 
manufacturer. 

This situation has caused some distributors, as well 
as manufacturers, to fear that certain practices that 
have developed in running these shows may do harm 
to all such shows, the good, as well as the bad ones. 

These fears have been expressed to HARDWARE AGE 
on a number of occasions. These comments, combined 
with conversations with manufacturers, led to an edi- 
torial discussion of wholesalers’ shows in HARDWARE 
AGE, July 30, p. 7. 

The purpose of this editorial discussion was to 


focus attention on the subject and, in this fashion, 
aid the trade in arriving at some mutually acceptable 
procedures. If this goal can be achieved, the useful- 
ness of these dealer shows will be preserved to the 
advantage of the entire hardware industry. 

It has been the considered opinion of HARDWARE 
AGE over many years that a wholesaler’s show, when 
properly run, is a most effective means of passing 
along product knowledge and selling ideas. These 
shows also play a very important role in keeping 
dealers and wholesalers in close, personal contact. 

The editorial that appeared in HARDWARE AGE re- 
sulted in many letters to the editor, from dealers, 
wholesalers and manufacturers. This present article 
is based largely on the thoughts expressed in these 
letters. 

A factory sales manager’s job, in appraising these 
shows, is complicated by the fact that on occasion an 
“invitation” to participate in a show is, in reality, a 
demand for sponsorship of a booth. Sometimes the 
factory has no choice if it wants to continue to sell 
a distributor. 


Feeding the Salesmen 

There are also many variations in the costs a manu- 
facturer faces in a wholesalers’ show. Here are some 
examples: 

Some wholesalers make no charge for booth space. 
Some make a nominal charge of $50; some charge as 
much as $200. 

Some wholesalers expect a manufacturer to make a 
show special” and/or contribute merchandise prizes. 
Other distributors make their own show specials and 
account for the bulk of the prizes. 

Some distributors provide all meals to factory sales- 
men. Others have no arrangements for meals. 

One distributor puts on a formal breakfast for 
salesmen the day the show opens to welcome them 
and to explain how the show will be run. 

Some shows are preceded by an extensive, carefully 
planned promotion program to encourage dealer at- 
tendance. Other shows depend on a postcard mailing 
and word of mouth to carry the news. 

With all these different policies in action, combined 
with considerable variation in the number of dealers 
that are exposed to an exhibit, it is easily understood 
why most manufacturers have strong opinions on 
which shows are “good” shows and which are “poor” 
shows. There is also a surprising agreement among 





Charge dealers an admission fee? 


Dealers should be charged an admission fee to 
wholesalers’ shows. Then the admission fee should be 
refunded as a credit on any order placed at the show. 

This is a suggestion by a dealer who feels that some 
wholesalers permit too many non-retailers into the 
show. 





These non-retailers, usually friends or relatives of 
dealers or wholesalers’ people, learn dealer cost prices. 
Then they use this information when they buy at 
local stores. 

An admission fee, this dealer feels, would help keep 
non-dealers out of the show. 


HARDWARE AGE, September 24, 1959 © 59 





Wholesalers’ shows... 


a need for standards 
(Continued ) 


manufacturers as to which specific shows are “good”’ 
and which are “poor.” 

The letters received by HARDWARE AGE reflect a 
divergence of opinion as to who benefits most from a 
show—the wholesaler or the manufacturer. 

Many manufacturers believe that a dealer show 
should be considered a promotion cost of the whole- 
saler, and as such the cost of the show should be 
carried by the distributor. The opinion is frequently 
expressed that manufacturers cannot absorb this type 
of additional cost without reflecting it in their selling 
prices. 

Some wholesalers, on the other hand, hold the view- 
point that a dealer show represents the most effective 
way for a factory to make a sales presentation to a 
large group of dealers. 

One wholesaler points out that in two days at this 
show, manufacturers were exposed to as many dealers 
as their men would encounter in 10 months in their 
normal missionary work. 

And, he adds, there was the additional benefit of 


Providing meals is a costly part of a wholesaler's show. 
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also being able to pass the product advantages along to 
the distributors’ salesmen at the same time. 

This background explains why most distributors 
feel that manufacturers should share in a major way 
in the costs of a show. 


A good show is expensive 


Underlying all these discussions is the basic fact 
that putting on a good show is very expensive. The 
better the show, usually the greater the expense, espe- 
cially in the promotion of the event. Wholesalers, 
facing small profits, logically seek assistance in under- 
writing these costs. 

But, the big question is how much of these costs 
should be absorbed? In a number of the letters from 
manufacturers there was a feeling that a good whole- 
saler’s show is worthwhile and that they would be 
willing to share in some of the costs. 

But being charged $200 for booth space and being 
expected to create a “show special’ and contribute 
prizes, is a little too much, they feel, in view of the 
other expenses they incur. 

Obviously this is a subject on the minds of many 
factory sales managers and it will be discussed at 
many meetings this Fall and Spring. One likely de- 
velopment, judging from the mail to HARDWARE AGE, 
is that manufacturers are going to turn down more 
and more invitations to shows where they have had 
poor results. They will concentrate their show activity 
at shows that experience has shown are good shows. 





Some views on wholesalers’ shows .. . 


WV Manufacturers’ opinions... 


+é 


... A majority of distributors’ shows are excellent. But I feel that the 
financial responsibility belongs with the wholesaler. It costs a manufac- 
turer about $70 a day to keep a man and a booth in operation.” 


‘. .. Too much emphasis is put on ‘show specials.’ The result is that most 
dealers have little time for regular merchandise.” 


‘ 


‘.. . Requests to participate in jobbers’ shows are getting more and more 
frequent. If manufacturers participate, the cost can only be regained as an 
increase in the selling price. This we don’t like, nor would wholesalers.” 


7 


*... Until recently, the cost of booth space was negligible. Lately the fees 
have been substantially increased. In many instances they are completely 
out of proportion. In answering invitations in the future, we are going to 
carefully weigh the cost against potential sales increases.” 





V Wholesalers’ opinions... 


sé 


. . . Shows are expensive. Some examples of our costs for a two day 
show are: Merchandise prizes at wholesale cost, $600; doorman, $2.50 per 
hour; checkroom attendant, $2 per hour; standby electrician, $4.50 per hour 
($8.50 after 4:30 p.m.) ; extra trucking expense, $150; refreshments, $200; 
furniture, lights, etc., $150. These are in addition to hall rental, and cost of 
20 employees taken from regular job to work at the show.” 


“|... We agree that Sunday openings are regrettable, but 40 percent of 
our attendance was on Sunday. We do not charge for booth space and give 
factory men lunch and dinner during the show.” 


‘“ .. Our salesmen as well as our dealers become more expert in the 
factory lines exhibited.” 


““ . . We make a nominal charge of $50 for a booth. We feed the factory 
men all meals. Our expenses greatly exceed the amount received from manu- 
facturers. I think the real answer to this question is whether or not we 
produce business for manufacturers and make the show equally interesting 
to dealers.” 


+» 
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Personal service: Good for a 
30% paint sales increase 


Each painting job presents new problems 


to the average consumer. Solve these preblems 


and watch paint sales soar. 


How good are your paint sales this year? 

Is your stock moving at a rapid clip, or is it turning 
over slowly and tying up expensive floor and shelf 
space? 

Paint should be one of your key turnover lines. If 
you aren’t selling your share of paint, maybe it’s time 
to recheck your sales policy regarding this profitable 
line. Given close personal service in selling, paint can 
be a leading money maker, as H. D. Ford has dis- 
covered. 

Mr. Ford, manager of Mixson Brothers Hardware, 
Kirbyville, Texas, gives paint and paint sundries top 
display space. 

Mixson’s paint volume shows steady growth, and 
now the paint department has grown to cover nearly 
one-half of the entire left side of the store. Paint 
sales have boomed by 30 percent in the last three years. 

There are undoubtedly many dealers who give their 
paint equally prominent display area but don’t get the 
same sales results. What is the difference? 

Mr. Ford attributes his sizeable sales increase 
largely to the special interest he takes in every cus- 
tomer shopping the paint department. No matter if a 
customer buys a 50¢ can of paint, or enough to paint 
his entire house, he gets courteous attention. 

“Customers want and seek our advice. We give it to 
them gladly,” explained Mr. Ford. “We make it a 
point to never rush customers when they are making a 
paint selection. 

“When customers have difficulty in making a selec- 
tion and we have other customers waiting, we ask 
them to excuse us. Then we invite the other customers 
to look around, telling them we will serve them as soon 
as possible. 

“We get out our color charts and go over them with 
customers to make sure they get the exact color they 
want. We offer to mix two 50¢ cans of paint to get 
the color desired. 

“To prove how important we find the mixing of the 
smallest can has been, we have often had customers 
request this service. After using the two small cans, 
they have purchased up to 10 gallons to be mixed as 
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the small cans had been.” There are other service 
opportunities. 

On occasion, for example, when a woman customer 
visited the store and asked advice on painting a porch, 
enough information couldn’t be obtained immediately 
for the right advice. To make sure she got the proper 
paint, Mr. Ford visited the home to inspect the porch 
and advised the best paints to use. 

There have been a number of occasions when a cus- 
tomer explained details of an unusual painting job he 
wanted to do, and asked for information of what type 
of paint to use. After listening closely to the customer, 
Mr. Ford has often advised against the project. 

“We estimate in the course of a year, this year for 
instance,” explained Mr. Ford, “we have talked our- 
selves out of maybe 8 or 10 good paint sales. We 
didn’t feel the customers would get the results they 
had in mind. But, we feel that when we talk ourselves 
out of such a sale we make two customers. 

“First, we can depend on those customers coming 
back. Then we can count on them to sell enough of 
their friends that we will get at least one more new 
customer.” 

Paint salesmen at Mixson make sure each customer 
has the right color scheme before they complete the 
sale. Often, customers are asked to give the colors of 
floor covering and draperies, to help the salesmen to 
advise colors to get the right blending. 

This extra care in checking color schemes with cus- 
tomers has paid off handsomely in word-of-mouth 
advertising. The store can trace a number of sales that 
have started with this advertising. 

“It has been surprising to us to find the big busi- 
ness increase we have obtained since we started to take 
a special interest in customers of the department,” 
said Mr. Ford. Paint customers need help and they 
will shop where they get it. 

“To get up-to-date painting information, we care- 
fully studied all the manufacturers’ literature on the 
different paints. We went over this product informa- 
tion in great detail with our salesmen. 

“Also, we cooperate very closely with the local pro- 
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An island of well displayed paint sundries can double paint profits. 


fessional painters. We question them about what kinds 
of paints to use under different conditions. We make 
these checks every two or three months.” 

The Mixson store stocks one of the largest paint 
inventories in the Kirbyville area. 

“We order paint many times each month. We try to 
carry a little bit of everything in each paint line,” ex- 
plained Mr. Ford. “That is another of our sales points. 
We carry a complete line of colors in each paint line, 
regardless of whether they sell fast or not. 

‘“‘As I see it, one of the most important things for 
progressive dealers to watch is close stock control. We 
really have that. We often check our paint stock sev- 
eral times each week. This allows us to keep a small 
inventory of paint that moves slowly, and a larger in- 
ventory of the better turnover lines.”’ 

The Mixson store offers a complete line of paint 
products such as brushes, crack fillers, thinners, steel 
wool, sandpaper, tints, etc. All of these are distinc- 
tively displayed on two island displays in front of the 
paint shelves. Tie-in sales benefit from the close re- 
lationship. 

Women make about 40 percent of the purchases in 
the paint department. The Mixson salesmen find wo- 
men are well informed and know what types of paint 
they want. 

To maintain special appeal] to women shoppers, Mix- 
son salesmen work hard to keep a clean, attractively 
displayed paint department. ® END 


JF 


H. D. Ford (right) Mixson’s manager shows Sib Mixson 
how he sells more paint with the personal service ap- 
proach. 
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How to make 


self service work 


Here are the experiences of dealers with 


packaging, and display fixtures, and shopping 


carts. Their experiences can help you 


in putting these ideas to work in your store. 


Packaging... 


—‘‘We use 12 sizes of polyethylene 
bags and package our own selec- 
tion of items such as fasteners, 
washers, cup hooks, etc. We use 
little paper tabs to close the bags, 
and stamp our price on each. It’s 
a great way to sell more of any 
item, and at 15-20 percent better 
margins.” 


—‘When you do your own pack- 
aging, you can take hundreds of 
small items out of bins and draw- 
ers for open display. Great for 
more impulse sales.” 


—‘“We’ve padded our net profit by 
$500-$1000 a year through bag- 
ging our own choice of items. It 
gives the clerks something to keep 
them busy when things slow down, 
so it really costs very little extra.” 


—‘This new trend to skin and 
bubble packaging really changes 
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things for me. I’ve added many 
yards of perforated paneling, and 
I know from sales that this im- 
proves business. I’m glad to see 
there are more manufacturers us- 
ing modern packaging.” 


—‘Any kind of plastic packaging 
cuts down dirt and damages.” 


Display fixtures... 


—‘Put counters end-to-end wher- 
ever possible, two or three deep. 
If you don’t, you get a series of 
little crossover paths to foul up 
your traffic pattern.” 


—“Gondolas, at the right eye level, 
are the best fixtures. You can’t ex- 
pect customers to buy what they 
can’t see. Lock at the supermar- 
kets who often make us look silly. 
You see nothing but deep gon- 
dolas.”’ 


—‘‘Use graduated shelves on aisle 
gondolas and wall fixtures: wide 


at bottom and gradually stepping 
in to narrow tops. This lets light 
in at all levels, and it makes every- 
thing easier to reach.” 


—‘Use perforated paneling as a 
backboard for gondolas and wall 
fixtures. You can make every open 
area pay off as extra display 
space.” 


—‘‘Gondolas, with bins or flat 
shelves, are best. You can adjust 
their wide shelves for bulk items, 
and the smaller traffic items can 
really be stocked in depth.” 


— ‘Put big items on lower shelves 
throughout the store. People just 
naturally avoid bending to exam- 
ine small items.” 


“Scatter several flat, raised (a 
few inches) islands to hold big 
items like ladders and galvanized 
ware off floor. Keeps stock clean 
and makes store easier to house- 
clean, too.” 


Baskets, carts... 


—‘T pay about $30 for a good 
shopping cart, and figure it’s a 
good investment. If you watch 
them, they last for many years. 
It’s psychology: give folks a bas- 
ket to fill and they’ll buy more. 
Why, I don’t know, but it works.” 


—‘T use steel arm baskets with 
rubber handles. I’m trying wicker 
arm baskets, too. I don’t have 
room for shopping carts and they 
are too expensive. The steel bas- 
kets cost me around $3 each. And 
I bought a quantity of wicker arm 
baskets for less than $1.50 each. 
Baskets build sales.” 


—‘Wicker baskets are cheap, store 
easy, and seem to last forever.” 


—“T like the folding canvas carri- 
ers. They hold nearly as much asa 
cart, cost only a few dollars each, 
they last, and they are no storage 
problem. I’m even selling them at 
retail now.” 


—‘“You need bags of some sort, 
even in a small store like mine 
(2200 sq ft). I chose heavy-duty 
paper carryalls and had my name 
printed on them. In quantity they 
cost me about 4¢ each. They’ve 
done wonders in boosting my aver- 
age sale.” 


Want more facts? Circle 126, p. 69 > 
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Read all about New Shape Westinghouse sales records 





powerful advertising. It’s the best light bulb news in 34 years! 








NEW SHAPE WESTINGHOUSE 


MAKE ALL OTHER BULBS OLD-FASHIONED! SET NEW HIGHS IN LIGHT BULB SALES! 
When a customer comes in and asks for a light bulb by Record after record topples as New Shape Westinghouse 
name—that’s news! It’s happening all over the country sales continue to climb. Demand grows stronger every day 
with New Shape Westinghouse. And for a good reason: for —even during traditionally ‘‘slack”’ hot-weather months. 
the first time ever, consumers can see all light bulbs are not \lready, New Shape 1959 sales are twice all old-shape white 
alike! New Shape looks better—it lights better—than old- bulb sales for any previous 12 month period! High initial 
fashioned bulbs. Only Westinghouse has New Shape—only sales—high repeat amme ‘s—proot that New Shape W esting- 


Westinghouse offers you this proved selling advantage! house is here to stay! Just look at some reports: 














~ AND NOW! 
A FULL 


NEW SHAPE 
| Ng 60, 75,100 WATTS 


all the same small size. all the 


same price! ' The new. smaller 


The 9 ‘‘most-asked-for’’ wattages SOO wate ine cuwe bout acller. 
in exclusive New Shape! Small as a 60, twice as bright 
S$ and only Westinghouse has 1t! 


FLASH: NO MATTER WHAT BRAND BULB YOU REGULARLY CARRY... YOU CAN NOW 





EYE SAVING WHITE BULBS 


Food Topics Magazine reports: A West Coast chain sold $10,685 
“‘New Shape top-seller in light New Shape in just 6 weeks— 
bulbs 4 months ina row!" an 88% increase over normal sales! 





““Sales jumped 35% the first week 
New Shape bulbs were in stock!"’ 
reports a New England store. 


a wi 
" <By From a Southern store: 
: ‘ 


‘‘New Shape outsells all others 
better than 3 to 1!"’ 
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190 WATT and 3-LITE 


Now you can offer the complete family 
of Westinghouse New Shape bulbs—in 
the 5 walttages that account for over 80% 


of all light bulb dollar sales! 


NEW PACKAGE, TOO! 


two bulbs in each pack—stimulates dou- 
ble purchases! New Window View—for 
quick recognition of New Shape! Sturdy 
construction—for safer handling, easier 


stacking, minimum shelf space! 


FEATURE NEW SHAPE WESTINGHOUSE ...FOR 16% MORE PROFIT! 





The Saturday Evening 
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The only 
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WESTINGHOUSE EYE SAVING WHITE BULBS = MAKE ALL OTHERS OLD-FASHIONED 


@ C) a | : = 


vou cam ee SURE aii Vest i NSN OT Eli 
m~ 
Se. 


NEW SHAPE ADVERTISING REACHES 110 MILLION BEST PROSPECTS! 


Westinghouse follows the sensational New Shape intro- tomers heading for your store—asking for the one different 
ductory campaign with new, high-impact ads! New Shape light bulb in the nation today—New Shape Westinghouse 
ads will run all through the peak Fall sales period. You'll Kye Saving White bulb! 


aye, “RY a ares | | | 
see them in Life, Saturday Evening Post, and Ry adel | P.S.: Be sure to watch the popular Lucille Ball-Desi Arnaz 
Digest . . . and so will 110 million ‘‘best prospects” all eee a. a 


across America. This powerful campaign will keep the cus- 


GET YOUR SALES PLAN TODAY! Uundreds of thousands are buying New Shape Westinghouse —and coming back 


for more! And now—regardless of the brand bulb you regularly carry—you can 
feature New Shape Westinghouse — for 164% more profit. Cash in on the demand 
— cash in on higher profits. Wire or write your nearest Westinghouse Lamp 


Division Sales Office today—THERE’S A SALES PLAN FOR YOU! 
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Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail te HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna 
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-HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


B® Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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The HYDE Tool Tower gives 
you the best return for your 


dollars many times over 


during the year at a minimum | 


inventory investment on only 


a /l4 circle of floor space 


12 
HYDE The Line that does the Selling Job for You/ 


Want more facts? Circle 127, p. 69 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 69, and mail. 


Item 1 
Self-service pliers package 

This display package for Kraeu- 
ter pliers features a flip-open front. 
The new box keeps pliers new and 
clean on display or in the stock- 
room. The plier packs can be dis- 
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played in any self-service fixtures, 
bins or perforated panels. Kraeuter 
& Co., Inc., Dept. HA, 585 Eigh- 
teenth Ave., Newark 8, N. Y. 


Item 2 
Router-drill attachment 


Arco router-drill is an electric 
drill attachment that cuts any 
shape in plywood, lumber, wall- 
board, non-ferrous metals, thin 
sheet steel and other materials. 
Cuts its own starting hole. Indi- 
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vidually mounted on 2-color dis- 
play card at $1.39 retail. Arrow 
Metal Products Co., Dept. HA, 421 
West 203 St., New York 34. 


Item 3 
Appliance Christmas displays 

A special 11-piece Christmas 
window ensemble to display radio, 
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phonographs and portable appli- 
ances. The displays feature free- 
standing Santa Claus and helpers 
and include rotating “action” dis- 
plays and three dimensional lan- 
terns (some shown). General Elec- 
tric Co., Housewares and Radio 
Receiver Division, Dept. HA, 1285 
Boston Ave., Bridgeport, Conn. 


Item 4 
Snap-in tools and display 

Skil’s new Snap/Lock accesso- 
ries, for its 144 in. drill, come with 
a wall holder that doubles as a 
self-demonstrating display. Avail- 


able as an introductory offer, the 
$2.95 value holder is free to cus- 
tomers with the purchase of a 
Snap/Lock 5 in. saw, jig saw or 
orbital sander. Each accessory 








Here is a quick Check 
List of items described 
in the following pages 





sells for $16.95. Any of these ac- 
cessories can be snapped onto a 
Model 503, 4 in. drill with a twist 
of the wrist. Holders may be bolted 
together to make a demonstrating 
display. A display of holders with 
drill and accessories plus sign and 
promotion kit is available free to 
dealers purchasing one each of the 
accessories plus 4% in. drill. Skil 
Corp., Dept. HA, 5033 Elston Ave., 
Chicago. 


Item 5 
Night light lasts five years 


This circular Nite Lite operates 
on the principle of electrolumines- 


Nite Lite 





cence day and night for five years 
at a cost of three cents or less per 
year for electric power. List price, 
98¢ each. Available in 10 unit 
counter merchandiser. Sylvania 
Electric Products Inc., Dept. HA, 
60 Boston St., Salem, Mass. 


Item 6 
Firetool gift package 

An attractive, compact box has 
been designed for Flextong firetool. 


The package adds the gift item 
advantage to the Flextong, and en- 
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Paint sundries center 


Built-in castors are featured in 
this mobile selling center for paint 


ables dealers to better stock, store, 
and turn over the item. Bennett- 
Ireland, Inc., Dept. HA, Norwich, 
New York. 
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sundries. One side displays a com- 
plete line of brushes, the other 
side displays paint rollers, replace- 
ment covers, pans and other items. 
The Wooster Brush Co., Dept. HA, 
Wooster, Ohio. 


Item 8 
S'arter for snow thrower 


An impulse starter is optional 
equipment for the Reo Snow 
Throw, The momentum of a spin- 





the ma- 
instant 


flywheel 
chine’s 3-hp engine with 
starting under all conditions. Mo- 
tor Wheel Corp., Dept. HA, 735 E. 


ning provides 


Saginaw St., Lansing 3, Mich. 


Item 9 
4 pc kitchen canister set 

This Plas-Tex de luxe canister 
set featuring gold trim with 
matching lids and bodies retails 
for $5.98. The flour can holds 7 
lb; the sugar can, 6 lb; the coffee 
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canister, 1%, lb; and the tea can 
%y lb. They have tight-fitting lids, 
permanently embossed labels and 
a Diamond finish. These 
polyethylene containers come in 
red, yellow, white, pink, and tur- 
quoise, all with gold trim. Plas- 
Tex Corp., Dept. HA, 2525 Mili- 
tary Ave., Los Angeles 64, Calif. 


Gloss 


Item 10 
Steel hook bar for clothes 

Row of Hooks, a clothes rack, 
has been added to the Costumer 
line. Hooks are welded to 1 in. 


diameter tubular steel lengths of 
2 to 6 ft. The hooks are spaced 5144 


in. Racks attach on 16 in. stud 
centers across the bottom. They 
a —s 
v v 
vJ 
bd v 


are handy for home or office use. 
Hooks and tubing are finished in 
chrome. Bevco Precision Mfg. Co., 
Dept. HA, 831 Chicago Ave., 
Evanston, Ill. 


Item 11 
Popular-priced utility saw 

This popular-priced 6% in. util- 
ity saw has been added to the Black 
& Decker portable electric saw line. 
Features are a _ built-in sawdust 
ejector and a calibrated depth ad- 
justment. No. 430 cuts 2 in. lum- 
ber at 45 deg and uses B & D saw 
blades with °. in. arbor hole. The 
unit has a combination rip-and- 
cross-cut blade, a 3-wire cable and 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 





plug. It retails for $45.95 until 
Dec. 26. Then the regular price 
will be $49.95. Black & Decker 
Mfg. Co., Dept. HA, Towson, Md. 


Item 12 
Deal for assorted springs 

Your cost is $26.50 for this Ajax 
assortment of 400 springs that 
grosses $106 retail. Fifty types 
are included in the assortment 
that’s arranged and numbered in 
separate compartments. A metal 
case, 21 x 17 in., and an extra dis- 


i 
a 
’ 


ee 





cme 


TREenal 


play board is included at no extra 
charge. Ajax Wire Specialty Co., 
Dept. HA, 324 Canal St., New York 
13, N. Y. 


Item 13 
Non-spilling ice cube tray 

The cover of this Roto-Cover 
polyethylene ice cube tray prevents 
spilling water on the floor because 





ITEM NUMBER ON FREE POSTCARD, P. 69 


it snaps on tight. Grids for mak- 
ing cubes are attached to the 
cover, make it possible to remove 
one cube at a time, and eliminate 


splash when filling. Fits any re- 
frigerator, retails for $1.29, two 
for $2.39. Republic Molding Corp.., 
Dept. HA, 6465 North Avondal: 
Ave., Chicago 31. 


Item 14 
Mortise panic exit devices 

Yale 30 mortise panic exit de- 
vice for doors with maximum fire 
protection requirements is one of 
several new safety exit devices 
from Yale & Towne’s lock and 
hardware division. This device 
opens the door when the horizontal 
bar is pushed but prevents fire 
doors from opening when a high 
degree of heat has been built up. 
Parts that could melt are pro- 
tected within the door. Lock and 
Hardware Div., Yale & Towne 
Mfg. Co., Dept. HA, White Plains, 
Me ax 


Item 15 
Waterproof first aid kits 

A must for every boatman, 
these waterproof first aid kits con- 
tain everything necessary for 
minor injuries aboard. The sealed 
plastic container floats, comes in 
small size for $1.79, and large sizes 
for $3.49. A counter display rack 


comes with 6 large and 6 small 
kits. Forest City Products, Ine., 
Dept. HA, 722 Bolivar Road, Cleve- 
land 15, Ohio. 


Item 16 


Tool for planting bulbs 


This bulb planter broadens the 
1960 garden tool line of O. Ames 


Co. Markings on sides indicate 


depth of penetration for planting 
bulbs, corms, and small plants. Core 
diameter is 2% in. Packed six to 
a carton, tag on handle gives 
recommended planting depths. List 
price is $1. O. Ames Co., Dept. HA, 
Parkersburg, West Va. 


Item 17 
Electronic air freshener 


Genii is a room alr treatmen‘ 


with scented deodorant blocks. Re- 
tails for $3.95. Cory Corp., Dept. 
HA, 3200 W. Peterson Ave., Chi- 


cago 45. 


Item 18 
Rubber lubricant and cleaner 


RuGlyde cleans and restores plas- 
tic, leather, and rubber of all kinds 


and colors. Good for floor mats, 
whitewall tires, car upholstery and 
home use. Eight oz package retails 
for 69¢. American Grease Stick 
Co., Dept. HA, 2651 Hoyt 
Muskegon Heights, Mich. 


Ave.., 


Item 19 
3-Ilb drilling hammer 


This 3-lb drilling hammer has a 
forged one-piece head and handle 


7 


f 


unit that purifies, deodorizes and 
vaporizes the air. It can be used 
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Want more details? Just circle item number on p. 69 


of tool steel with a nylon-viny]l, 
deep cushion grip. The grip is 
molded on, will not loosen, age or 
wear out, and is shock absorbing. 
For masonry drilling, house wreck- 
ing, garage mechanics, farm use 
and tire changing. Estwing Mfg. 
Co., Dept. HA, 9th and Harrison 
Ave., Rockford 6, Ill. 


Item 20 

Quick-opening bolt threader 
Ridgid No. 101 bolt threader is 

designed for fast, easy bolt thread- 

ing. One die head handles dies 

from % to 1 in. Quick-opening 

lever retracts dies for fast removal 





of threader from bolt without stop- 
ping power drive. Ridge Tool Co., 
Dept. HA, Elyria, Ohio. 


Item 21 
Hygienic sponges, cloths 


All Soft Pack sponges and cloths 
contain hygienic chemicals to pro- 
tect them against germ growth, 


gpong 


@s 
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mold and mildew. The chemicals 
also assure customers of getting 
hygienically fresh sponges. Ameri- 
can Sponge and Chamois Co., Inc., 
Dept. HA, 47-00 34th St., Long 
Island City 1, N. Y. 


Item 22 
Plywood cutting blade 

Plywood will not chip, shatter or 
splinter when cut with this 7 in. 
blade with % in. arbor hole. Its 
200 small teeth make for smooth 
cutting on plywood and other thin 





veneer faced wood. For 8, 9 and 10 
in. saws. Price is $3.25. Delta 
Power Tool Div., Rockwell Mfg. 
Co., Dept. HA, 464 North Lexing- 
ton Ave., Pittsburgh 8, Pa. 


Item 23 
Floor washer washes, drys 


This electric floor washer wets 
the floor with clean water and de- 





it with a 


scrubs 
brush, then automatically vacuums 


tergent, nylon 


up the water. Dirty water is kept 
separately so only clean water is 
released on the floor. For hard 
surface floors, unit’s nozzle swivels 
to get into corners. The wheels 
retract for easy storage. Hoover 
Co., Dept. HA, North Canton, Ohio. 


Item 24 
Three horsepower tiller 


The Hustler is a 3 hp garden 
tiller that tills 14 in. or 22 in. wide, 


Wivete™ 





and up to 9 in. deep. Equipped 
with ball and needle bearings, its 
attachments include aerating tines, 
lawn edger, laying-off tool, and 
depth gauge. Yuba Power Prod- 
ucts, Div. Yuba Consolidated In- 
dustries, Dept. HA, 800 Evans St., 
Cincinnati 4, Ohio. 


Item 25 
Nylon bolts on locksets 


Russell and Erwin’s Homegard 
line of residential cylindrical lock- 
sets now have nylon latch bolts. 
These bolts won’t corrode, are for 
interior locksets, and have been 
pigmented to complement brass or 
bronze hardware finishes. The 
nylon bolt is friction-resistant, 
quiet, easy to operate and provides 
a strong latch bolt assembly. Rus- 
sell and Erwin Div., American 
Hardware Corp., Dept. HA, New 
Britain, Conn. 


Item 26 

10 in. radial arm saw 
Toolkraft’s Model 910 10 in. ra- 

dial arm saw has a 1 hp G. E. mo- 

tor adaptable for standard drills 

and routers. Safety clutch pre- 

vents overloading and motor burn 





72. MARKETS «= 
RESTO PAINTS 
ws FALL JF 


SATURATION COVERAGE 
with 35 to 50 one-minute spots 
in EACH OF THE 40 MAJOR MARKETS 


including Los Angeles, Chicago, Dallas, Detroit, 
Philadelphia, Boston, St. Louis, New York and 32 
other cities, PLUS INTENSIVE COVERAGE in 30 


additional markets ... 


ALL ON PRESTO-PAINTS! 


— one of the most intensive TV campaigns ever con- 
ducted on any single toy 
Presto-Paints is already one of the fastest selling toys 
fos ao : introduced in years — even without TV — but in 
> at ¥ Spring tests in New York, Columbus, Cincinnati and 
| ——— . , Omaha, sales SOARED (figures on request) when 
f backed with TV. Tie-in—cash in on this tremendous 
i promotion 


‘Te 
> 
5 Peon: 
SS AR COTE 


aha! mone na 
12-Color Set $2.00 ‘Dy PicKwP ong Dohy} 


9 outline pictures to color, including three 


14” x 10” Masterpiece pictures. Mylar : 7 wo DIPPING 


Window Box. Order No. 240 — packed 


dozens, weight 13% Ibs. NO SPILLING 


Now, oven very young children 
6-Color Set | . can paint Water Colors 
Six 644” x 10” outline pictures to color. 
Mylar Window Box. Order No. 140. 
Packed Dozens, weight 7 Ibs. BRILLIANT WATER COLORS 


8g 


PRESTO-PAINTS are presented in — Go on Smoothly 


— Cover Beautifully 


consumer catalogs with circulation over . 
30 million — Blend Beautifully 


Paint one color over another to blend additional shades. Actual Size 
KENNER PRODUCTS 227207" 5" Feed Color 
neers Cincinnati 2, Ohio Pure Food Colors 

Want more facts? Circle 128, p. 69 
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FREE 
UL 


AS PART OF AMCO'S 
"BAKER'S DOZEN" 


(see opposite page) 


CONTACT THESE FINE 
REPRESENTATIVES 


Mich.-Ohio-Ky. 
American Sales Co. 
12933 Fenkell Ave. 
Detroit 27, Mich. 
Western Pa. 

Troy Russell 
901 Ross Ave 
Pittsburgh 21, Pa. 
Wash. & Ore. 
Bruce P. Rutherford, Inc. 
1954 First Ave. South 
Seattle, Wash. 
Western N. Y. 
Chester J. Martin 
1186 Stony Point Rd. 
Grand Island, N. Y. 
N.Y. City & L. 1. 
Reiner Sales Agency 
2109 Matthews Ave. 
N.Y. 62, WN. Y. 
Western Mo. & Kan. 
Robert J. Meunier 
2562 Holmes 
Kansas City 8, Mo. 
Wisc. 

Fred L. Thuemling & Assoc. 
4121 West North Ave. 
Milwaukee 8, Wisc 
Eastern Pa., Southern N. J. & Del. 
S. Muir Stroh 
720 Bethlehem Pike (P.O. Box 81) 
Whitemarsh, Pa. 
Indiana 
Mike Ellsworth 
345 North Elm St 
Columbia City, Ind. 
illinois 


Brooks Sales Co. 
5718 North Bernard St. 
Chicago 45, Ill. 


New England 


E. Stanley Freeman & Co. 
P.O. Box 8 
Waban 68, Mass. 


OR USE THIS 
HANDY 


American Machine & Tool Co. 
Royersford 26, Pa. 


Gentlemen: 
Please send full details of the AMCO 
‘Baker's Dozen’. 


Your Name ... 


Company 





City..... 


jw. eee eee cee ee eee eee ee es 











BUYING CHECK LIST 


out. Dual arm design permits 360 
degree rotation. Capacity is 3°% 
in. All 9 controls are up front. 
Guaranteed for five years. Tool- 
kraft Corp., Dept. HA, Plainfield 
St., Springfield, Mass. 


Item 27 
Light weight chain saw 
Farmers, woodlotters. nursery- 
men and suburbanites will! like the 
speed and handling comfort of this 
3l4o-hp, roller bearing bar tip chain 
saw. Features are oil-spray lubri- 
‘ation, horizontal cylinder engine, 
sealed ignition, topside controls, 


low center of gravity. Comes with 
12, 18, or 24 in. guide bars. Rem- 
ington Arms Co., Dept. HA, Reni- 
ington Park, Bridgeport, Conn. 


Item 28 
Electric humidifier unit 


Here’s a portable electric hu- 
midifier that places up to three 
gallons of water into the atmos- 


| Want more details? Just circle item number on p. 69 


phere in 24-hour period. Burgess 
Vibrocrafters humidifier, a me- 
chanical separator type unit with 
a positive discharge principle, re- 
stores needed humidity to indoor 
air. The housing is a brown and 
beige polypropolene plastic and 
the handles and motor housing are 


of satin-finish anodized aluminum. 
It retails for $34.95. Burgess V1- 
brocrafters, Dept. HA, Grayslake, 
Ill. 


Item 29 
Official style football 


Your sports-minded customers 
will be interested in this Mac- 
Gregor Plylon football that’s 
waterproof and easy-to-clean. It is 
official size and weight and has a 
pebble-grain finish and simulated 
lacing. MacGregor Plylon basket- 
balls feature valve inflation, peb- 


ble-grain finish and_ simulated 
seams. Draper-Maynard Co., Dept. 
HA, 4861 Spring Grove Ave., Cin- 
cinnati 32, Ohio. 


Want more facts? Circle 129, p. 69 
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isi pues FOR THE Dozen pRIce! 


Contractor's caulking gun \ 
This general purpose L-1 caulk- 


een ANCO GIVES YOU 
“BAKER'S DOZEN’ 


ORDER 12 AMCO PUMPS 
LAND GET 1 PUMP FoF | 


will load bulk or cartridges with a Cash in on the AMCO “Bokers Dozen” pro- 
114-pint capacity. Has a threaded motion. For one order only, you can obtain 


speed cap and a rolled thread bar- _ nb nn egy po Lam woe 
rel for better closing. Double suc- : 


FREE! Order a dozen each of several models 
tion cup guarantees positive bulk — and, for each dozen, you'll receive 


° 10 | 
loading. Interchangeable nozzles ol o, geet: \° THIRTEEN! 


. 9s : - to We're anxious to show you that with AMCO 
availahle dy te 

available. Vital Produc ts Mfg. Co., PH: re gilo pumps, you'll always get a BAKERS DOZEN. 
Dept. HA, 7500 Quincy Aveé., You'll get extra low competitive prices; 
Cleveland 4. Ohio. you'll make extra profits — and you'll find 
, "9 ae that AMCO PUMPS are engineered to give 
long, trouble free service. And, the AMCO 

— guarantee protects you like no other. 
IT ie ot b. For over a quarter of a century, AMCO 
Item 31 WF cil pumps have been sold regionally. Be the 
Sunlamp kit package < first to bring this line to your territory. Ask 


| our representative for full details — or use 
General Electric’s sunlamp kit the coupon on the opposite page. But act 


° ~ rify P-: . . . a2 
combines an RS sunlamp and an driven” |: elecs im right now. This offer is limited. 


adjustable holder with wire guard 
in an improved package. The pack- 
age has an open front and is 
printed in full color. A 250-watt 
heat lamp kit and a 150-watt yard 
light kit are also available. Gen- 
eral Electric Corp., Dept. HA, Nela 
Park, Cleveland 12, Ohio. 


Item 32 
Car broom and dust pan 


Auto Valet is a dust pan and AMERICAN MACHINE AND TOOL CO. 
whisk broom combination for car ROYERSFORD 26, PA. 
owners. Made of plastic with fluor- Machine builders and iron founders for over a quarter of a century 
Want more facts? Circle 129, p. 69 
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Want more details? Just circle item number on p. 69 


Mi, 
ly ‘ 
pew 


escent colored bristles, the com- 
bination can be used for car in- 
teriors, removal of snow, and by 
the housewife as a table crumb 
Retails for $1.69, indi- 
vidually boxed and plastic wrapped. 
Jamick Mfg. Co., Dept. HA, 351 
Atlantic Ave., Brooklyn 17, N. Y. 


sweeper. 


Item 33 
Doorknob trim rosettes 


Four trim rosettes to fit behind 
locksets are available in a variety 
of finishes. A 6% in. filigree, 5 in. 
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cutout, 7 in. sunburst, and 77% in. 
pierced pattern are available. All 
allow door finish to show through. 
Kwikset Div., American Hardware 
Corp., Dept. HA, 516 E. Santa Ana 
St., Anaheim, Calif. 


Item 34 
Four hp garden tractor 


The Midland garden tractor with 
4-hp engine, can be equipped with 
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sulky, sickle bar cutter, 26 in. ro- 
tary mower, 16 in. rotary tiller, 
utility dump cart and a 30-in. 
snow blade. Unit has forward and 
reverse gears, semi-pneumatic 
tires, geared differential, and fin- 


ger-tip controls located on the ad- 
justable handle. The Midland Co., 
Div. Outboard Marine Corp., Dept. 
HA, Waukegan, Ill. 


Item 35 
Inexpensive plumbing kit 
Anyone who does occasional 
plumbing jobs will be interested in 
Milwaukee’s inexpensive plumbing 
kit. All tools are packed in a dis- 
play carton. Tools are: No. P-100 
malleable iron threader with dies 
for threading ™% in. and *% in. 
pipe; No. P-108 Saunders type 
malleable iron cutter for cutting 
1g in. to 1 in. pipe; No. 850 malle- 
able iron pipe vise that handles '%& 


Miwa 
: ‘ ¥o abe 


Bin, ® 


“Se 
~ 
ee 
ny 
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in. to 2% in. dia. pipe. Milwaukee 
Tool & Equipment Co., Dept. HA, 
2773 S. 29th St., Milwaukee, Wis. 


Item 36 
Shatterproof fisherman's box 


Shatterproof, floating plastic 
boxes for flies, lures and general 


utility use are available from 
DeWitt. There is a wide choice of 
sizes and compartment arrange- 
ments at retail prices ranging from 
45¢ to $3.10. These lightweight 
boxes come in yellow. DeWitt Plas- 
tics, Div. Shoe Form Co., Inc., 
Dept. HA, Auburn, N. Y. 


Item 37 
Garden hose sprayer line 

This 1960 garden hose sprayer 
line features a light-weight un- 
breakable polyethylene jar, lower 


prices, and higher dealer profit. 
Five models and a Twin-Pack 
package of two sprayers complete 
the line. Each does a special gar- 
den job. The Bradson Co., Dept. 
HA, 2165 Kurtz St., San Diego 1, 
Calif. 


Item 38 

7-piece plastic salad set 
Idealware’s salad set consists of 

a mixer bowl, two servers and four 

individual salad bowls. The set is 

made of plastic that will withstand 





YOU MAKE A FULL 40% PROFIT 


The Taper Design line not only out-performs easier ways to get work done. Superb performers. 
other kinds of wrenches, it out-profits em, too! fully guaranteed Taper Design wrenches offer 
[hese amazing new wrenches give your customers _ greater strength, greater leverage, greater safety. 
what they want and are willing to pay for —surer, And you make 40% on every sale. 





yet, © pono Zee. Sea This gleaming array of wrenches and wrench sets will 

ee 5 ee catch the eye of anyone entering your store. Display 
in a prominent place and be sure the unique Tape 
Design demonstrator (shown below) is handy for 
demonstrating the new features and advantages. Your 
customers will be able to show themselves how these 
amazing wrenches will do the job faster and better 
for 30% less than comparable quality wrenches. A 
customer with a Taper Design wrench in his hand has 
practically sold himself. The colorful display takes up 
only three feet of wall space but returns $20 profit on 
every foot. Don’t miss an opportunity like this. 


OU DOUBLE YOUR HAND TOOL BUSINESS 


As soon as customers see the Taper Design wrenches in 


action they want a set. Mechanics everywhere are replacing 
inadequate wrench sets with Taper Design because they can 
see how these lighter, handier, stronger wrenches can make 
work easier for them. Dealers featuring these amazing new 
wrenches are doubling their hand tool business. To get in 
on this business, call your wholesaler or write Jim Brockway, 


Sales Manager, Barcalo Manufacturing Co., Buffalo 4, N. Y. 


wrenches by Barcalo 


FOR 47 YEARS MAKERS OF FINE QUALITY DROP-FORGED WRENCHES AND PLIERS 
Want more facts? Circle 131, p. 69 
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Want more details? Just circle item number on p. 69 


extreme high and low’ tempera- 
tures. Comes in pink, white, green, 
red and yellow. Retail price is $4. 
Also available is a_ polyethylene 
hamburger patty press for 39¢. 
Idealware, Inc., Dept. HA, 184-10 
Hollis, N. Y. 


Jamaica Ave., 


Item 39 


Offset foam weatherstrip 
Foamflex is a vinyl foam door 
weatherstrip bonded to Ponderosa 
pine molding strips. It has an off- 
set profile in the vinyl foam por- 


tion for airtight weatherproof pro- 
tection against door and _ door- 
frame. Comes in floor display of 
12 pre-packaged consumer units. 
Mortell Co., Dept. HA, 550 Hobbie 
Ave., Kankakee, Ill. 


Item 40 
Four reflective products 

Four reflective products to sell 
at low retail prices will make any 
object brightly visible in  head- 
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lights at night. Scotchlite trim, 
1 x 30 in., 39 cents; Scotchlite let- 
tering kit, 2 and 3-in. letters, num- 
bers, 59¢; Reflecto-Lite liquid, '% 
oz With brush, 39¢ and Chromelite 
trim, silver-chrome, 1 x 30 in., 39¢. 


All items are carded for upright 
racks or perforated panels. Minne- 
sota Mining & Mfg. Co., Dept. HA, 
900 Bush Ave., St. Paul 6, Minn. 


Item 41 
Line of outboard motors 


Gale’s 1960 line of outboard mo- 
tors includes eight models ranging 
from 3 to 60 hp. All models ex- 
cept the 3-hp unit have snap-on, 
contoured motor shrouds. Quiet 
operation is obtained with the 
sealed fiber glass shrouds, rubber 
mounted motor, underwater ex- 
haust and muffled spiral gears. The 
V-Sovereign 60-hp model, shown, 
weighs 205 lbs., has 6-gal remote 


tank 


and twin barrel carburetor. 


Gale Products Div., Outboard Ma- 


rine Corp., Galesburg, Ill. 


Item 42 
Two purpose wax remover 


In mild concentration, Liquid 
Waxoff cleans dirt and grime from 


floors. In stronger concentration, 
it removes all types of wax quickly 
and effectively. No alkalis, abra- 
sives, leaves no film or scum, non- 
flammable and non-toxic. Schalk 
Chemical Co., Dept. HA, 351 East 
2nd St., Los Angeles 12, Calif. 


Item 43 
22 in. steel tool chest 

This heavy gage steel tool chest 
has two sliding drawers, and a 21 
x 10 x 6 in. lift-out tray for large 


tools. Baked enamel finish and a 


chemically treated base prevents 
rust and corrosion. Drawers lock 
automatically when cover is closed. 
Simonsen Industries Inc., Dept. 
HA, 1414 South Michigan Ave., 
Chicago 5. 


Item 44 

Instant toilet bowl! cleaner 
Instant toilet bow] cleaner from 

Camp Chemical is pine scented. It 

cleans the hidden trap and bow! 

with effervescent action. Will not 

















Kent lu hy Blue 
{Jiuminum 
Coating 


for Roofs 


DECORATES- preserves 


aw, a last! 
farms ng. vont salt 


No secret here (Monsey dealers know all about it) but... 


NEW SUN-SHIELD ALUMINUM COATING SELLS FIVE WAYS 


GRAY— 


Monsey Products Company (Philadel- 
phia 29) sized up the situation, talked 
to dealers, tested formulations, gauged 
the market, then acted. The result is 
Monsey’s new Sun-Shield line of colored 
aluminum coatings. Early dealer reports 
say sales exceed all expectations. 


But read what Joseph T. Mooney, 
Monsey president, has to say: ““We knew 
there was a demand. That’s why we in- 
troduced Sun-Shield. But the extent of 
the market is the surprising thing. Sun- 
Shield promises to be a record seller. 
For quality, we use top ingredients in- 
cluding ALcoa® Pigments. For sales im- 
pact on the shelves, we prominently 
display the Alcoa label.” 


What is this market? It’s every roof— 
home, farm and industrial—old or new. 


— BROWN — BLUE — ALUMINUM 


Count them in your area. Now you can 
offer their owners the famous all-season 
protection of a tough, fibrated aluminum 
coating plus a choice of harmonizing 
colors. Coatings like Sun Shield find no 
end of roof and siding applications—on 
composition, asphalt shingles, concrete, 
cinder block, stucco and metal. One 
coat covers and seals. 


If you’re not stocking colored aluminum 
coatings, call your supplier today. Ask 
for a line that displays the famous 
ALCOA label. It draws customers. 


ALCOA does not make aluminum roof 
coatings, but we will be happy to refer 
you to reputable manufacturers who do. 
Send for our booklets, Painting With 
Aluminum and Aluminum Roof Coatings 
Make Time Stand Still. Use the coupon. 
Want more facts? Circle 132, p. 69 


Look for this label. . . it's your guide to the best 


in aluminum value. 
PIGMENTED wilh 
j ALCOA 8] 
. ALUAAINU AA 


Aluminum Company of America 

1744-W Alcoa Building, Pittsburgh 19, Pa. 
Please send your free booklets: 

["] Painting With Aluminum 

[_] Aluminum Roof Coatings Make Time Stand Still 


For exciting drama 
watch “Alcoa Presents” 
every Tuesday, ABC- 
TV, and the Emmy 
Award winning Alcoa 





Theatre alternate 
Mondays, NBC-TV. 





Name 





Company 





Address 








City ss Zgne __ State 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 69 


harm septic tanks, cesspools or city 
sewers. A 20-o0z package retails for 
39¢. Camp Chemical Co., Dept. 
HA, Second Ave. and 18th St., 
Brooklyn 15, New York. 


Item 45 
Pliers and tin snips 

These drop forged water pump 
utility pliers and tin snips are 
made of high carbon steel. The 
pliers have case hardened deep 
milled jaws and are adjustable to 
five positions. The tin snips have 
ground and matched jaws. They 


are for precision straight line 
work. Truecraft Tool Co., Dept. 
HA, 2425 S. Michigan Ave., Chi- 
cago 16, 


Item 46 

Two-way transistor radio 
Commaire is a two-way tran- 

sistorized radio with a range of 


up to 10 miles. No license is re- 
quired to operate the system which 
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consists of two units that receive 
and transmit, microphones and an- 
tennas. Features selectivity and 
low noise. It can be used in 


warehouses, or a mobile unit. Re- 
tails at $179.50 per unit. Voca- 
line Co. of America, Inc., Dept. HA, 
Old Saybrook, Conn. 


Item 47 
Plastic storm door kits 
Heavy-duty, transparent plastic 
storm door kits can be used to 
cover any size door and extra long 
windows. Jiffy-Pane kits contain 
a 7 x 3 ft plastic sheet, 21 ft of 
molding and a package of nails. 
Kits come individually boxed and 
sell for 69¢. Warp Bros., Dept. HA, 
1100 N. Cicero Ave., Chicago 51, 
Til. 


Item 48 
Vinyl insert threshold 


Model 150 vinyl insert narrow 
threshold is 1% in. wide and 7/16 


in. high. It comes in lengths of 
32, 36, 48, and 72 in., can be used 
on exterior and interior doors. In- 
dividually packed in clear plastic 
tubes. Lustre Line Products, Dept. 
HA, 53 North 2nd St., Philadel- 
phia 6, Pa. 


Item 49 
Plastic yard goods rack 


The Clopay yard goods display 
provides a plastic yard goods de- 
partment with a balanced assort- 
ment. Shelves are designed to hold 
material of from 30 to 54 in. 
widths. The two top shelves have 








special brackets to hold material 
down to 9 in. wide. Window shade 
rack also available. Clopay Corp., 
Dept. HA, 1207 Clopay Place, Cin- 
cinnati, Ohio. 


Item 50 
Target rifie receiver sight 


The No. 60 receiver sight fits 
popular small bore target rifles 


made by Winchester, Remington 
and Marlin. It has positive-posi- 
tion windage and elevation screws 
with micrometer ¥;-minute click 
adjustments. Quick-detachable ex- 
tension permits choice of three po- 





WANT TO MAKE EXTRA 
MONEY=ON THE Q-T? 


Then jump on this New 
MONEY-GO-ROUND 
Says Salesman Garry 


G 


Announces 





——— 
‘ham dal-mal-lalel(-ml-m-) cg] elle Mia .olel dale) Mil @- Me lololo MEL Gl od had_jolllaelal— 


P2553 .3@e ROR roa AE GLASS COMPANY 


Call your Pittsburgh salesman or write Pittsburgh Plate Glass Co., Brush Div., 3221 Frederick Ave., Baltimore 29, Maryland. 
Want more facts? Circle 133, p. 69 
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BUYING CHECK LIST is emptied by the automatic pump, 
filled to 


and then start the next 
pumping cycle. Kenco Pump Div., 
American Crucible Products Co., 
Dept. HA, 1309 Oberlin Ave., Lo- 
rain, Ohio. 


Want more details? Just circle item number on p. 69 


sitions for proper eye relief. Re- from fabrics, sinks, and metals is 

tails for $9.75. Lyman Gun Sight also available. Both come in 9-o0z . 

Corp., Dept. HA, Middlefield, Conn. bottles retailing for $1. Twelve to Item 55 

a display shipper. Fast Chemical , ‘ 
coring buoy line 

Products, Dept. HA, 411 Walnut Float, m 3 iad 

St.. Yonkers. N. Y. Aqua-Batic marine floats and 





Item 5] , mooring buoys are a complete line ° 
Caster cups for all legs 
Floorguard caster cups will bear 
any furniture load and accommo- Item 52 
date round and square furniture 3 : 
Mobile air-power outfit 
Tankmobile Jr. is a low-cost, all- 
purpose mobile air-power outfit. It 
features a heavy-duty, single-cylin- 
der air compressor on a_ welded 
steel 74-gal tank. Models available 
with %-hp capacitor motor with 
for every boatman’s requirements. 
They are made of solid plastic for 
high buoyancy. A colorful floor 
display is also available. Dayton 
legs in a variety of sizes. Made of Bait Co., Dept. HA, 2701 South 
Marlex plastic, they will not mar Dixie Dr., Dayton 9, Ohio. 
floors, will not be affected by clean- 
ing solvents or detergents. Packed 
in sets of four, in 29¢ or 39¢ sizes. 
U. S. Caster Cup Corp., Dept. HA, Item 56 
208 West 15th St., Kansas City, Key chain that separates 
Mo. meeagpee pressure switch or a Key-Mates are designed for au- 
1/3-hp split phase motor. Camp- tomobile drivers. With a press of 
bell-Hausfeld Co., Dept. HA, Har- 
rison, Ohio. 
Item 52 \ 
Two-purpose liquid cleaner | 
Coffeemakers and plastic ware a 
can be made stain free with this Item 54 “i 
# N 
Portable pump demonstrator | \ 
A “see-through” portable demon- ‘fn 
strator is available for Kenco sub- , : 
mersible pumps. A plexiglas tank 
“\ 





the finger the ignition key is de- 

tached and can remain in the car. 

The remaining keys can be car- 

ried away by the driver. Keys . 

won’t detach accidentally. Key- 

Mates sells for 49¢ and is mer- 

chandised on an easeled card of 12 

units. Carey-McFall Co., 2156 E. 

Dauphin St., Philadelphia 25, Pa. 
(Continued on page 89) 





Sss-T line two-purpose liquid clean- 
er. It requires no dissolving, rub- 
bing or scrubbing. Sss-T rust stain 
remover for cleaning rust stains 
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...fresh new beauty for switches and outlets 
...bIg new sales for you! 


DECORATOR 
WALL PLATES 


\ 


GENERAL @ ELECTRIC 


WIRING DEVICE DEPARTMENT + PROVIDENCE 7, RHODE ISLAND 





YOUR CUSTOMERS GET NEW “STYLE YOUR OWN” 
FLEXIBILITY WITH G-E DECORATOR WALL PLATES 














Brown or ivory 
frame 


... plus choice 
of inserts 


The beautiful new G-E wall plate is packaged as a kit, 
including an attractive sculptured brown or ivory frame 
— a reversible textured metal insert, colored gold on 
one side, silver on the other — a clear plastic insert 

and mounting screws. Endless combinations can be 


Os ante - 
eer 
: oe 
-~ << E—_— oer - 


eR a tg 
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... Matches any decor 


made ... match any decor. Your customer can choose 
the gold silver insert for the smart, good looks of rich 
gleaming metal. Or — for dramatic special effects — 
display swatches of wallpaper, paint, or fabric under 
the protective clear plastic insert. 


YOU GET EASY EXTRA SALES WITH THIS 
ATTRACTIVE NEW DISPLAY ASSORTMENT 


” 7, r 


¥% 


Related Items in Assortment 
The new G-E Lighted The new G-E 4-Plug 
Pushbutton Switch, Outlet, that’s twice 
with built-in locator as useful as ordinary 
light — $1.00 outlets — 39¢ 


The GE1010-0 Decorator Display Assortment includes 
a balanced selection of single (49¢) and two-gang (98¢) 
plate kits, in brown and ivory — plus the sparkling new 
Lighted Pushbutton Switch and the revolutionary new 


Tz 
. 4) Decorator W 
‘ rator WALL PLATES 


th 
at match your color Scheme 


ft $ @) _ ‘ / 
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4-Plug Outlet, for profitable related sales. 

Pep up sales in your whole electrical department by 
ordering your GE1010-0 assortment, today! Call your 
General Electric Wiring Device distributor. 


(All prices shown are manufacturer's suggested retail prices) 


Progress /s Our Most Important Product 
GENERAL @@ ELECTRIC 


Printed in U.S.A, 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 69 


(Continued from page 86) 


ltem 57 
Home fire alarm unit 

Here is a 
alarm powered by 
batteries. 


compact home fire 
two flashlight 
It is set off when room 
temperature reaches 135 degrees. 
Detexall is easily installed, and is 


5695 


TFRE ALARM 


Minas, . . 
Ws wae mi 

a 
a7 


shipped with merchandising dis- 
plays. Retails at $6.95. Consumer 
Products Division, American La- 
France, Dept. HA, Elmira, N. Y. 


Item 58 
Multifold door hardware 


This heavy duty multifold door 
hardware will support and 
panels weighing up to 100 lbs each. 
The aluminum track, hangers, piv- 
ots and brackets fit doors from 1 
to 21, in. thick, require no floor 
track. For room dividers, closet 
and other accordion type doors. 
McKinney Mfg. Co., Dept. HA, 
1715 Liverpool St., Pittsburgh 33, 
Pa. 


doors 


Item 59 
Three engine lubricants 

Three Emerol engine lubricants 
are now available. Marvel lubri- 
cating oil, shown left, is a high 
film strength penetrating lubricant 
packaged in a 4-oz spout can. It’s 
handy for electric motors, firearms 
and fishing reels. Marvel Outboard 
Eng-Oil is useful for outboards 


< Want more facts? Circle 134, p. 69 


and for crankease of four cycle in- 
board engines. Marvel 2-and-4 Cy- 
cle Eng-Oil operates in engines 
powered by gasoline, butane, pro- 
pane and natural gas. Emerol Mfg. 
Co., Dept. HA, 331 N. Main St., 
Port Chester, N. Y. 


Item 60 
Screening display rack 

An insect wire screening depart- 
ment in 6 ft of floor space is pos- 
sible with this double-sided, tubu- 
lar aluminum display rack. The 
rack comes with any one of five 
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assortments of screening at special 


prices. New York 
Dept. HA, 441 E. 
Pa. 


Wire Cloth Co.., 
Market St., York, 


Item 61 
Paint roller display rack 

The Peg-O-Plenty display rack 
is free when you buy $134 of Best 
products to stock the display. Cus- 
tomers can make selections from 
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all sides of the walk-around rack. 
A four-way sign describes what 
cover the customer should vse for 
a particular job. This rack is 6 ft 
tall and occupies 32 sq in. of floor 
space. Twelve wire baskets hold 
the covers and roller handles are 
on three racks. Bestt Rollr, Ine., 
Dept. HA, Box 551, Fond dw Lae, 
Wis. 


Item 62 
Roll-out garden package 

This 15-ft. roll-out garden pack- 
age is printed in full color on white 
polyethylene. The roll-out garden 


has also been improved with im- 
pregnation with instant Vigoro. It 
is guaranteed to grow’ when 
planted according to instructions 
printed on the package. Union 
Wadding Co., Dept. HA, 125 Goff 
Ave., Pawtucket, R. 1. 


Item 63 
Air pistol display package 

The Marksman MPR Repeater 
air pistol can be displayed with or 
without the four-color cover. The 
pistol and ammunition are held in 
place by cutouts. Ammunition is 
in a target-shaped transparent 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 69 





skin-packed unit. The cover fea- 
tures an actual size photo of the 
BB repeater. Morton H. Harris 
Inc., Dept. HA, 2121 Barrington 
Ave., Los Angeles 25, Calif. 


Item 64 
Two direct drive reels 

Here are two new direct drive 
reels that have a line capacity of 





190 yards and weigh 7 oz. The Vic- 
tor 1000, priced at $2.45, has a 
two-gear train and red polystyrene 
end plates. It has adjustable click. 
The Altoona 1200, selling for $3.25, 
has a white snap-on plastic arbor 
and adjustable drag. Both models 
are level winding and come with 
nickel-plated metal parts. Bronson 
Reel Co., Dept. HA, Bronson, Mich. 


Item 65 
Two sealed beam spotlights 
Two sizes of a sealed beam 


swivel spotlight have been added to 
the Pennant line of Seiss marine 
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accessories. The new lights, in 8 
and 11 in. heights, have a 4% in. 
diameter lens, are rated at 40,000 
candlepower and swivel 360 degrees 
horizontally and 150 degrees verti- 
cally. They can be removed from 
the base and used as a portable 
light, with a 3-way toggle switch 
for signalling and on and off posi- 
tions. The parts are triple chrome- 
plated and the units come with a 





double strand wire 60 in long. 
Seiss Mfg. Co., Dept. HA, 3856 
Seiss Ave., Toledo 2, Ohio. 


Item 66 
Chemical sewage cleaner 


Clog-Away enzyme drain cleaner 
dissolves fats, greases, carbohy- 





drates in sink drains, grease traps, 
and toilets. It is also good for 
clogged garbage disposal units. 
This cleaner contains no caustics 
or acids, harmless to pets and 
humans. An 8-oz package retails 
for $2.49. Camp Chemical Co., 
Inc., Dept. HA, Second Ave, & 
13th St., Brooklyn 15, N. Y. 





Item 67 
Portable fire extinguisher 


This 2% lb pressurized dry 
chemical fire extinguisher is ideal 





for the kitchen or for home use. 
Portable and handy, the unit is 
rechargeable. Underwriters’ Lab- 
oratories approved. The Fyr-F yter 
Co., Dept. HA, 221 Crane St., Day- 
ton, Ohio. 


Item 68 
6 modei rotary tiller line 


Six rotary tillers for gardeners 
have ratings from 2 to 4 hp, will 
till widths up to 26 in. Larger 
models have dozer, snow thrower, 
mulch and field mower attach- 
ments, two and four forward 
speeds. Rototiller, Inc., Dept. HA, 
9th Ave. at 102nd St., Troy, N. Y. 


Item 69 
Wrought iron sales aids 

Versa Products Co. has prepared 
new wall and counter displays, 
point of sale cards, and sales liter- 
ature. The material features Versa 


in Stock for Immediate Delivery ! 






ww 
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wrought iron railing, columns and 
lantern posts. Versa Products Co.., 
Dept. HA, Lodi 40, Ohio. 





EVERE’S 
FALL HOMEMAKERS HARVEST 


of nationally-advertised specials 














HORN-OF-PLENTY KIT 


A big, planned-in-detail package for you! Ad-mats, 
radio/TV scripts, direct mail, traffic-puilers. Jam- 
crammed with ideas for displays, special events and 
demonstrations— everything! 


REVERE WARE 


10” Revere Ware Skillet (#1450) regu- 5 88* 
larly $10.95 


3-pc. Revere Ware Mixing Bowl Set S 19° 
(#943) regularly $6.95 


PATRIOT WARE 


lA-qt. Patriot Ware Sauce Pan $ 49* 
(444012) regularly $6.25 


*Recommended retail August 1 through October 31, 1959 only 


TIE IN this Fall with REVERE’s ‘close-to-the-market” advertising program in 
THIS WEEK, FAMILY WEEKLY and other local papers. Real retail flair! 
Plan your promotions carefully .. . around these profit-packed specials . . . 
to move all your Revere stock fast. Check your Revere Representative now. 


Or write to 


REVERE COPPER AND BRASS INCORPORATED 


Rome Manufacturing Company Division 


Rome, New York «¢ Clinton, Illinois * Riverside, California 


Want more facts? Circle 135, p. 69 
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EKCO 





' 


ty 20 STAR VACATION 


‘ is 


10-DAY ALL-EXPENSE VACATION FOR 
YOU WIN 3 WAYS 


LAN YOU WIN MORE SALES! Consumers come to you for 
contest entry blanks. All your customer does is pick up an entry 
blank at your store, write in his or her name and address and send 
it to Ekco—nothing else to do! This will win you more traffic, more 
sales of Ekco-AutoYre Homemaker Aids and everything you sell! Every 
time they come in, they can enter .. . they’ll return again and again! 


2. YOU WIN GOOD WILL! You are contest headquarters 
when you use free materials provided. Your customers will thank 
you for the chance to win a dream trip ...and return more often! 

A They’ll tell their friends about this wonderful contest. 


3\. YOUR NAME IS ALSO ON THE ENTRY BLANK 
AND YOU CAN WIN $500 CASH if your customer 
wins First Prize! 

The more customers you encourage to enter, the better your 
chance to win the special $500 cash bonus! Set up displays that say: 
““‘Here’s where you win a FREE VACATION! Place entry biank 
counter cards in a prominent spot in your store. 
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Nickel f 4 
Stainless | “Sidewinder” Plated One-Hand 4 Chrome 
Steel Spoon | Beater Ladie | Beater 7 Turner 
About..89¢ | About. .98¢ About. . 29c About. .69c About. .39¢ 








Can Opener 
About. .29c 
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SWEEPSTAKES 


2 CONSUMERS TO 


GET FREE DISPLAY MATERIAL 
Packed in 50-Star Sweepstakes kit or 
available free on request. Write EKCO, 
today! Contest ends Dec. 31st, 1959. 


Te 
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Tissue Holder 
About. ..59c 











3 Arm 
Hanger 
About. .79c 


. 
. a, 


HAWAII OR ALASKA * -* 


f 


BACKED BY NATIONAL ADVERTISING 
Family Circle, House & Garden, Better Homes 
& Gardens, Living for Young Homemakers. 
Ask your EKCO salesman for full details! 
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CONSUMER GRAND PRIZE: 


10 DAY ALL EXPENSE VACATION FOR 2 PERSONS TO 
ONE OF THE NEW STATES —HAWAI!I OR ALASKA! 


NEXT 150 PRIZES: 


EKCO STAINLESS STEEL KITCHEN TOOL SETS! 
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Stainless Peeler 
About 9 


_* 
_* ve ‘ za 


qf we 
— 
oe 


~ 
; . , 
fi ‘e ar esa @ 


Brush & 
Tumbler 
Holder 
About. .59c 


Towel Bar 
About 79c 


EKCO-AUTOYRE DIVISION EKCO PRODUCTS COMPANY, CHICAGO 339, ILL. 


Want more facts? Circle 136, p. 69 
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Plastic Hook 
About. .39c Pr. 
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Here's 1250 sq ft of extra display and storage space. Cost: less than $1 a sq ft. 


Need more display room? 


Here’s one way to get it 


Here’s how a dealer licked a space problem 


and added to his sales volume at a small cost. 


“A 1250 sq ft store addition for 
less than $1 a ft? Impossible! 
you say? 

V. Z. Rogers of Big Springs, 
Texas, found a highly economical 
way to enlarge his R & H Hardware 
Store. He gained an extra 1250 
feet of floor space for $1100. This 
modest investment also paid for a 
second hand garage which is used 
to store fertilizer. 

Finding his store crowded with 
merchandise and having no way to 
display the larger basic items such 
as air-conditioners, power lawn 
mowers and sacks of fertilizer and 
peat moss, Mr. Rogers needed more 
room. 

R & H’s building is hemmed in 
by stores on both sides, but this 
dealer owns a vacant lot just 50 
ft away. There is a grocery store 


go? 
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between his store and the former 
vacant lot. 

Mr. Rogers built a patio-type ad- 
dition on the vacant lot, using the 
wall of the grocery store for one 
side. He poured a concrete floor, 
and installed a high chain-link 
fence around the 25x50 plot. He 
added a barbed wire top to the 
fence to discourage vandalism or 
theft. 

The entrance is 14-ft wide, of 
two swinging sections. This en- 
ables trucks to back into the en- 
closure. Customers can also drive 
a pick-up truck inside for loading 
heavy items. The rear gate leads 
to the small garage building which 
is used for storing fertilizer and 
other products which cannot be left 
out in the rain. 

This building is also used as a 


work shop in repairing air-condi- 
tioners. 

Inside the patio Mr. Rogers 
maintains neat displays of lawn 
mowers, wheel barrows, garbage 
cans, air-conditioners and other 
bulky items. No small products are 
kept outside, because the patio is 
not normally attended by store em- 
ployees. The patio is a permanent 
store ad. 

“IT have been well pleased with 
this expansion,” Mr. Rogers said. 
“It has a pleasing appearance, and 
many customers have commented 
favorably on it. We've had a nice 
business increase because we stock 
more fast-turnover items. Equally 
important is the fact that I gained 
a lot of much-needed display room 
at small expense.”’ 

In a more humid climate a cover 
might be needed for such an en- 
closure. In the dry Southwest 
climate, Mr. Rogers plans to keep 
the patio open to the public eight 
months a year. Bulky items may 
still be kept outside during the 
four coldest months, but they will 
be covered with tarpaulins or some 
other material. end 




















PARCEL POS 


FAST SELLING ITEMS! 


Parcel Post Twine is one of our leading items. Our 12 ply, 
27 |b. test is an original feature as is our bleached white 
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Art. 537-B which is a MIKE exclusive. bi YZ F 
Art. 514—12 ply _—— a 
Natural, 80 ft. cored ball, 

27 \b. test 


250 ft. cored ball, 27 lb. 
test. 





Art. 537-B—10 ply 
Bleached, 250 ft. cored 
ball, 24 lb. test 





Put your confidence in 
the QUALITY LINE... 


Vinyl! Weather Stripping Mop Heads 





Wood Glue Wrapping Twines 

Braided Nyion Line Kitchen Lines 

Seine Twines Express Twines 

Seine Cords Chalk Lines 

Trot Lines Parcel Post Twines 

Staging Polished India Twines Orders of $75.00 or more, freight 
Venetian Blind Cord Piastic Clothes Lines prepaid. Orders of less than $30.00 
Sash Cords Jute Twine f. o. b. Mill, Lawndale, N. C., Van Nuys, 
Clothes Lines Nylon Casting Lines Calif., Marietta, Minnesota, Dallas, Texas, 
Mason Lines Manila Ropes or Waynetown, Ind. Orders of $30.00 to 
Fishing Lines Masking Tape $75.00 freight allowed to $1.00 per cwt. 
Starter Rope Freezer Tape Freight prepaid does not include extra 
Jump Rope Polyethylene Ropes 


charges incurred outside carrier’s 
regular zone of delivery. 


estasuisnes 1677 WIEVEIAN TS GOMPANY wore. wc. 


14346 Bessemer St., Van Nuys, Cal.» Marietta, Minn.,. 3104 Gaston Ave., Dallas 26, Texas , Waynetown, ina. 


Want more facts? Circle 137, p. 69 
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Don’t hide your wrenches and 
clamps in a bin or in hard-to-find 
cupboards. Build a mass display on 
wall panels in the front of the 
store where they can be easily seen 
by visitors. 

That’s the lesson to be learned 
from Charles A. Fischer & Sons 
of Newark, N. J. This dealer found 
that builders’ and mechanics’ 
wrenches and clamps are one of its 
fastest-moving lines. Why? Be- 
cause management realized that in- 
terior silent salesmen displays take 
full advantage of the psychological 
buy-see impulse motivation utilized 
profitably by chains and _ super- 
markets. 

The Fischer display consists of 
10 boards of 1-in. thickness, each 
4x8 ft. The display extends from 
the front, where it can easily be 
seen through the windows, toward 
the back of the store. These panels 
can be made either by a store 
handyman or supplied by a manu- 
facturer. 

“Our wrench display fixture 
shows samples of our complete in- 
ventory, ranging from the 3/16ths 
to 4% in.,”’ says Jerry Fischer, one 
of the brothers-partners. “It talks 
for itself. Sometimes a customer 
coming in may not want a wrench 
right away, but he will likely come 
back when he does because of our 
dramatic display.” 

An unusually deep $65,000 stock 
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It pays to specialize 


of assorted clamps and wrenches is 
kept in a partitioned-off area be- 
hind Fischer’s display. More re- 
serves are kept in a storage area 
in the rear of the store. There are 
wrenches to handle any kind of 
demand, from lawn mower servic- 


Jerry Fischer, right, clinching a sale, 


panel, 





A major investment in inventory and area for display of wrenches 


and clamps returns big volume and profit from a specialty line. 


ing to sizes for a locomotive engine. 
In fact, this dealer says that he has 
the largest stock of assorted 
wrenches for any retailer in the 
East. 
The market for wrenches is ver- 
(Continued on page 98) 


with merchandise off the wall display 











NEW 
BOONTONWARE* 
PROMOTION HAS 


EVERYT 


Largest, most complete service for 8 





Pineland 








e Melamine’s 3 most popular patterns Killarney 


Sale-priced for big consumer savings 


e Largest advertising-merchandising program 
e Planned for your volume and profit 


Full Color, Full Page 
Advertisements This Fall, 
Aimed at 
53,900,000 Readers 

Life! 
This Week! 
Rural Gravure! 


stock saucer, break-resistant tumbler — 


53-PIECE SERVICE FOR 8 
3 Includes 8 each: dinner plate, 

39: value plus decorated platter, vegetable 
$77.72 serving dish, 3-pc. sugar-creamer. 


Open sandwich plate, dessert dish, cup, 
Be Sure To Share In The Profit! Order Now! 





Written Guarantee Against Breakage 


broorilonware: 


finest of all melamine dinnerware 


Westfield ) 


BOONTON MOLDING CO., BOONTON, N. J. *The Name That Means Quality in Every Way to Everyone 
Want more facts? Circle 138, p. 69 
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It pays to specialize 
(Continued from page 96) 


satile, big, and growing. It ranges 
from factory maintenance buyers 
to small contractors and individual 
home-owners. 

‘“‘Moreover, wrenches are a year- 
round item with no seasonal dips,” 
says Edward Fischer, the other 
partner. “Wrenches are an integral 
part of our volume and provide a 
one-third markup.” 

The store does a vigorous job of 
merchandising wrenches, besides 


Stretch Your Clothes Line Profits! 


depending on the display fixture 
for sales. 

Since Fischer’s is located in a 
heavily industrialized area, outside 
salesmen are constantly making 
calls on nearby prospects. They 
take with them samples of the lat- 
est designs in various wrenches 
every time they make a call. 

One of the store’s two front 
windows is always used for a large 
display of wrenches. Manufac- 
turers’ literature is sent out to 
prospects as soon as it is received 
on this line. end 








NEW! 
FIBERGLAS 
SASH CORD 





(oS 
a 
7 
otha 


You'll make more money with Puritan “Stretch-Less” Fiberglas 
Center Sash Cord because you'll sell more of it! You'll have 
greater turnover — more total profit! Puritan “Stretch-Less” 

Sash Cord has 50% less stretch and 20% more strength — by 
actual scientific test — than similar quality cords because of its 
miracle FIBERGLAS CENTER! This is a quality solid braided 
cord that is non-kinking, and does not have the stiffness found in 
other cords containing non-stretch materials! Make your 
housewife-customers happy — make yourself happy with extra 
profits — and make us happy by placing your order today for new 
Puritan “Stretch-Less” Sash Cord with FIBERGLAS CENTER! 





PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 


Sliding boards create 
bonus display areas 


Zeek’s Ace Hardware sells more 
than its share of paint brushes. 
Proprietor Stanley F. Zeek learned 
how to do this one day by accident 
at his store in Homewood, III. 

Not long ago, a piece of per- 
forated paneling was __ stacked 
against the paint shelves while the 
floor was being swept. Mr. Zeek 
took one look and an idea came in 
a flash. 

“Why not 


hang perforated 


boards on tracks?’’ he asked him- 
self. “‘They could be portable, they 
could hold a full line of paint 
brushes, and they’d save me plenty 
of space,” he thought. 

The perforated panels shown in 





the accompanying picture hold 
paint brushes in graduated sizes, 
for easy counting, ordering, and 
restocking. When paint’ behind 
them is requested, they are slid 
out of the way to the right or left. 
And they catch customers’ eyes as 
this happens. 

Two panels hold all paint brushes. 
The brush business has been boom- 
ing ever since the idea was first 
tried, according to Mr. Zeek. 

Another idea to keep customers 
lingering in the paint department 
is a “rigged” timer on Mr. Zeek’s 
paint shaker. It shakes longer than 
it’s meant to, and the customer 
gets extra minutes to browse, and 


often buy more than he had in 


Visit Our Booth No. 479, National Hardware Show weled 


Want more facts? Circle 139, p. 69 
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Better-made. 


better-selling - Aes ee 





SNAP-ON FASTENERS for accordion-door covers and quiet, 
smooth-operating roller wheels are made of ZyTEL, which 
provides the necessary resiliency and abrasion resistance. 
New fasteners multiply the impact resistance of Hufcor door 
covers. (Fasteners molded by Flambeau Plastics Corp., Bara- 
boo, Wis., for Hough Manufacturing Corp., Janesville, Wis.) 


resins 1S your cl 
performance, ruggedness and durability. Unaffected by hard 
water or chemical additives, ZYTEL eliminates corrosion prob- 
lems in plumbing hardware. In electrical hardware, the excellent 
insulating properties of ZYTEL, together with its durability and 
good heat resistance, provide a product you can recommend 
with confidence. And ZYTEL gives you such sales-winning ex- 
tras as lightness in weight and attractive appearance. 

Look for ZYTEL in the products you sell, and tell your cus- 
tomers about the extra values it provides. lo help you answer 
your customers: questions, send for YOuUr COpy of a new, fact- 
filled booklet, “30 case histories of successful uses of ZYTFI 
nylon resin.” Write to: E. |. du Pont de Nemours & Co. (Inc.), 
Department P-924, Room 2507Z, Nemours Building, Wilming- 
ton 9S, Delaware. ; 


In Canada: Du Pont of Canada Limited, P.O. Box 660, Montreal, Quebec. 


POLYCHEMICALS DEPARTMENT 


BETTER THINGS FOR BETTER LIVING, THROUGH r Mi 


Want more facts? Circle 140, p. 69 





In any hardware product you handle, the use of ZyYTEL nylon 


ssurance—and your customer s—ot dependable 





OUTBOARD -MOTOR PROPELLER, made ol 
ZYTEL, iS durable, non-corrosive even in salt 
water, adjusts pitch automatically to propeller 
load. (By Grish Brothers, St John, Indiana.) 


‘ 





"eo, 


LAWN SPRINKLER attachment to ordinary 
garden hose is durable, eliminates rust and cor- 
rosion problems. Made entirely of ZyTEL, it 
offers dependable performance at reduced cost 
(Molded by Berea Plastics Co., Berea, Ohio, for 
Jaco Manufacturing Co., Cleveland, Ohio.) 





POWER-MOWER THROTTLE is molded of 
ZYTEL, taking advantage of this resin’s tough- 
ness, wear resistance and light weight. Avail- 
able in a variety of colors. (By Western Con- 
trol Corporation, Wichita, Kansas.) 
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How you can celebrate 
a store anniversary 


Here is a dealer who relives community’ s 
history in pictures to create 


interest in his store 


Ryder’s Hardware, Boonville, 
N. Y. has a long, proud history. In 


uw recent 70th anniversary promo- PP PP 
tion, the store published a pictorial VCVOWA. 
review of its past. 


This promotion held special in- 
terest for the citizens of Boonville. nn 
for the story of Ryder’s growth 
parallels the expansion of the city. LONG ESTABLISHED FIRM 
The picture treatment showed the NOTES 7 Oth BIRTHDAY 
townspeople how their parents and : 
grandparents lived. Nostalgic mo- a ae 
ments were relived for a throng of 


Rvder’s :t ele Purchased Boonville Business 
tyder’s customers. 1. 1908 














The little hardware store bought 
at New Woodstock, N. Y., by Henry 
I). Ryder in 1899 was moved to 
Boonville, and shared the bustling 
growth of the city. Another move 
and expansion in 1926 brought Ry- 
der’s to its present location. 

Ron Ryder, present owner, is one 
of two sons of founder Henry D. 
Ryder. The elder Mr. Ryder died 
in 1950. Another son, the late Don- 
ald Ryder, was also active in the 
business. 

The Ryder Pictorial contrasts old 
pictures with new ones marking 
the progress of the store and the 
business community. A_ pleasant 
vein of humor runs through the 
publication to make it light read- 
ing. @® End 





~ 


The Ryder Pictorial measures 121/5 x 
181/, in., with some 50 photographs 
and i//ustrations. 





> 
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“It's doubled our 
business... 
proved that stuff kept 
under the counter 
is wasted money.” 


Golden Paint & Hardware 
Chicago, Ill. 





‘“‘Eye catcher. 7 ers A | ©S rs 





Sells items fast 
that moved slow before,”’ 


Dillon’s Store 





“Good looking 
...an addition 
to any store.”’ 
Merson Hardware 
Canandaigua, N. Y. : “Attractive 
. « » complete without 
big investment.” 
Augustine Hardware 
Los Angeles, Cal. 





‘‘Increased 
business 25% 


y = ince installing.” 
New Lebanon, O. [ Sa ge) - + ry since instaning 





on 


“Have to refill 
board every week. 
It eliminates 
pilferage, too.”’ 


Tennant Bros. 
Tampa, Fla. 





BASIC MEASURING TOOLS 








H&E Builders Supply 
Barstow, Cal. 


emer gd ale) .=) « 





Target 





‘Best display 
we've seen in 
40 years.” 
Deckerman Hardware 
& Supply 
Wallingford, Conn. 


‘*Takes care 
of hardest tools 
to display.’’ 
Wm. Rathsack & Sons 








ee - 
= | - 
| tinted 
= T ; — 
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Manitowoc, Wisc. 








Sell. Mag 5 | = >) 7.) & 4 -T— 
who are now cashing in on 
Lufkin’s volume- building 
Turnover Target. Call your 


wholesaler for information. 


RULE COMPANY 


TAPES + RULES + PRECISION TOOLS 


SAGINAW. MICH. + MIDOLETOWN.N Y «+ BARRIE. ONT 





New for 1960! Powerful, profitable 
CHAMPIONS OF THE WOODS 


From the home of all-time champions 


QUTBOARD MARINE CORPORATION 


PRESENTING THE SENSATIONAL 


model 600 


; me, 
| iz 


+ Be 
| ia 


THE MIDDLEWEIGHT CHAMPION 
Up in power, down in weight! This rugged 
new-design chain saw packs the lugging 
power to meet toughest big woods cutting 
requirements efficiently, with less fatigue! 
Sturdy lightweight aluminum die-cast con- 
struction, new positive-action ciutch, 
trouble-free piston-ported valve, all-position 
carburetor. New starter, positive heavy-flow 
fingertip oiler, new spark-arresting muffler. 
Fast, easy field stripping. New custom- 
quality chains and bars up to 32 inches. 
Count on the “600” for high-profit volume 
sales to professionals who won’t settle for 
less than the best! 


New Improved PIONEER Chain 


Three new improved chains for all common 
cutting conditions. New-design cutters give 
faster, more efficient action with smaller 
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kerf, less chain wear, less downtime, one- 
third longer chain life! 
PLUNGE BOW SAW 


This Champion Pulper combines the new 
600 power head with the precision-made 
Pioneer bow rail and chain. A great new 
hard-working team for special pulping as- 
signments. Gives the professional more per- 
formance and handling ease for his money. 
Gives the dealer a broader line, more am- 
munition for higher volume, bigger profit! 


Stock up on PIONEER parts 
New Pioneer saw bars have lifetime stellite 
tip and induction-hardened chain track for 
longer wear, more accurate performance. 
They’re the perfect partners for new Pioneer 
chains. For top customer satisfaction and 
larger profits, stock up and sell genuine 
match-mated Pioneer parts and accessories. 

Want more facts? Circle 142, p. 








THE LIGHTWEIGHT CHAMPION 


At last! A lightweight, compact, easy-handling saw that’s 


powerful enough for sustained production cutting yet 
MODEL 400 ideal for multiple farm, cottage, and casual uses! Perfect 
for farm and estate needs—cutting firewood, fence posts, 
Pon dock stakes, clearing pasture brush or trimming orchard 
, a aoe ' ‘ and ornamental trees. Most-wanted new design features 
unique sabre-grip with new dashboard control panel. 
Throttle, oiler, idler controls, all at fingertip reach. Ex- 
clusive piston-ported valves instead of troublesome reed 
valves. All-position carburetor. Low-temperature muffler 
for maximum safety, minimum noise. Easy field stripping. 
A beautifully balanced, high-performance saw built and 
priced for casual and professional prospects. Cutter bars 
and match-mated chains, 12 to 20 inches. It’s a surefire 
money-maker for 1960! 


CHAIN SAW LINE 


This is the Championship Year for Pioneer 


As an authorized dealer, you’re selling the hottest support program, bold selling displays, the kind of 

high-profit chain saw line that ever wore the famous help you need to build customer traffic and sales. All 

Pioneer brand! Real performance Champions in the this, plus the most liberal service and warranty policy 

tradition of Outboard Marine Corporation, biggest in the industry! 

name in small motors, with built-in quality that will Now, more than ever, it will pay you to falk 

be remembered long after price is forgotten! Pioneer, demonstrate Pioneer, sell Pioneer! If you’re 
From here on, you'll cash in on rising Pioneer de- not an authorized dealer, it’s high time you looked 

mand sparked by heavy national advertising in top- into the profitable Pioneer story. Mail the coupon. 

ranked farm and professional magazines, focused Get the facts by return mail. 

directly on your own prime prospects! A big local- 


 APIONEE 


CHAIN SAWS 


DIVISION OUTBOARD MARINE CORPORATION «+ WAUKEGAN, ILLINOIS 
Makers of Johnson, Evinrude, and Gale Outboard Motors + Lawn-Boy Power Mowers 
Midland Power Garden Tools «+ Cushman Utility Vehicles 


Send For The Pioneer Profit Story Today! 
cence retin 
PIONEER SAWS, Dept. PHA-99 
Waukegan, Ilinois 
Please send me complete information on the 
Pioneer dealership and the new Pioneer line for 1960. 


Name 





Address__ 





City & Zone State 
Want more facts? Circle 142, p. 69 
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Roy Buice, manager of King Hardware, Decatur, Ga., getting ready for his sale. 


To sell more galvanized ware... 


set up mass displays 


Pre-season sales promotion moves merchandise for dealer who put in 


mass displays then backed up displays with advertising and store promotion 


“Take galvanized ware out of basement stockrooms and you'll see sales 
volume shoot up,” says Roy L. Buice, manager of the King Hardware store at 
Decatur, Ga. 

The King Hardware Co. has 18 stores in the Atlanta area. All the King stores 
recently took part in the Spring sales campaign to power up sales of galvanized 
ware. The results were gratifying. 

The promotion was given a theme: Early Bird Sale. It stressed the advantages 
of dollar savings on galvanized ware before the traditional Spring seasonal 
demand built up. This theme also gave the King stores a tie-in opportunity for 
other similar Spring lines. 

Six-column newspaper ads, sidewalk and window displays, handbills and 
banners were used to build traffic for the sale. A huge trailer truck was parked 
in front of one King store, at Belvedere Shopping Center, outside of Atlanta. 
This truck graphically demonstrated the carload-savings idea. A pitchman with 
a microphone, and giveaways for children heightened the traffic lure of this 
display. 

All types of galvanized ware, from laundry tubs to fuel cans, were in huge 
mass displays in every King store. 

Jones & Laughlin Steel Corp., Pittsburgh, Pa., who initiated the promotion, 
found the sales results so good that it is considering the promotion for nation- 
wide use. @ End 
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proven by 


Especially recommended 


professionals see for water-thinned and 
latex base paints. 

priced for volume 

retail sales 


The world’s most copied brush 

is still unequalled for performance 
and no other offers you the 

same profit possibilities. You 

sell dependability—built to profes- 

sional standards. You sell full 

performance—engineered for 

better coverage and smoother 

painting. You sell acceptance—the 


best known name in painting tools 


Less chance for brush marks 
because “EVERY TIP IS A BRUSH!” 


picks up more paint: evenflo paint release: 
Means less dipping. Cuts stroking time to 
Speeds any painting a minimum. Means less 
and decorating job wrist and arm fatigue 


SALES SOARING ON THESE 
TWO WHITE BRISTLE LINES 


WOOSTER Yachtsman®—Pre- 
mium quality, selected soft 
white bristle for the smoothest 


unusual quality and perform- 
ance. White handle, gold-col- 
ored ferrule, soft white bristle 
give it a distinctive, high- 
quality appearance. Free mer- 
chandiser. Cat. No. 1175 


smoother results: Less 
chance for brush 
marks. Thousands of 
extra paint spreaders 
make the difference 


NEW! convenient 
FLIP-LOK'' PACKAGING 


A Wooster-Magikoter® exclusive 
Extra strong construction offers 
solid protection for the brush. 

yet permits instant inspection. Die- 
cut hole in flap permits hanging 


THE WOOSTER BRUSH CO. + WOOSTER, OHIO 








the versatile and compact 


BRUSH-O-MAT 


Put this within easy reach of 
customers and watch sales soar. 
Just 17” x 5” of space—so small 
you can put it anywhere. Holds 
5 brush sizes. Use on counter or 
wall. Insures quick turnover 
with small investment. All-metal 
construction. Price spots on new 
Flip-Lok wrappers speed self- 
service. Choice of four selections 
of Exploded-Tip Brushes or Pure 
Bristle Brushes. 


THE WOOSTER BRUSH CO. + WOOSTER, 


OHIO 


For Results Youll 
SMOOTHER! 
FASTER: 


“> 


PROVED! 


EXPLODED-TIP® BRUSHES 


AND PURE BRISTLE MARTS 


Versatility makes these marts popular 
with dealers of all kinds. Newly styled 
in beautiful black and gold decor. All 
metal construction. Each offers an ideal 
selection of the fastest selling styles and 
sizes. Use these marts side-by-side, back- 
to-back, or stack them with the Roller 
Mart for a complete brush and roller floor 
merchandiser. A proven sales builder 
with a well-balanced stock. Size: 36” W, 
11”D, 28”H. 

Exploded-Tip Brush Mart—Cat. No. $0912 

Pure Bristle Brush Mart—Cat. No. $1912 


MAGIKOTER® 
MOBIL MART 


Here’s the way to conserve display and 
storage space and have a complete paint- 
ing tool department. Attractive selling 
center is well organized, flexible, com- 
pact—saves valuable floor space. Brush 
side shown here stocks, displays and 
sells a full range of every popular size 
and type of brush customers are look- 
ing for. Every item clearly visible and 
within easy reach. Size: 36”W, 24”D, 
68” H. 

Cat. No. 0913 




















% 
. 


eekly 


- 


i 


selling. Brackets hold 
frames. Use on counter or hone 
on wall, Two sizes for 7” and 9” 


“IN 


Your choice of 3 Dispens—A—Roller 
Selection. 





MAGIKOTER® 
ROLLERKADE 


Want all roller painting tools in one 
well-organized department? Here’s 
everything you need to fill all roller 
painting requirements ... and every 
item is in easy reach. Slanted shelves 
keep merchandise “up front”, display 
panel helps customer select right cover. 


D\ \MPROVED! =a : a Well balanced inventory insures fast 





turnover. Price Spots provided. Size: 
28” W, 18”D, 59”H 


Cat. No. R-804 


pROVE 


MAGIKOTER® 
ROLLER MART 


New beauty...new glamour...an 

proven sales maker. Now cil 

in beautiful black and gold. Displays at 

sells a full line of 7” and 9” covers and — 

JET® frames. Slanted shelves invite self 

service. Space below ideal for rolle a MAGIKOTER® 
pans and other paint sundries. Ideal _ 

floor merchandiser when assembled v eke MOBIL-MART 


oO 3k Brush Marts. Size; 36"W, oe Complete Roller and Brush Selling 


Cat. No. SR-803 . Center: The perfect answer for the 
: | dealer who wants maximum sundries 
sales in his paint department. Combines 
all items into one well-organized, effi- 
cient sales center. Unlimited flexibility 
of arrangement in this beautiful, all- 
metal merchandiser. Includes space be- 
low for paint trays. A high point of 
interest, moves easily on casters, care- 
fully selected and balanced inventory. 
Size; 36” W, 24”D, 68”H. 
Cat. No. 0913 








Exclusive, convincing, 
easy-to-demonstrate 
advantages 


easiest cover changes — 
Fast on, fast off. Covers 
won't freeze. 


easiest to clean — Plastic 
handle wipes clean with 
a solvent-dampened 
cloth. Nylon end caps 
slide together for quick 
dip-rinsing. 


new extension handle 
feature—The “JET” is 
threaded up in the han- 
dle, not in the open end 
where strain occurs and 
handles break or loosen 
Standard mop handle 
threading. 


MAGIKOTER’S* 
short cover line reduces 
inventory, increases profits 


Just four different covers... yet 
one for every surface and every 
finish. Finest material and con- 
struction insure fine performance 
—more repeat sales. Guaranteed 
solvent proof. 
©e FABRIC “X”®—for smooth 
surfaces. 100% pure mohair. 
Cat. No. R-230 
WOOSTRON ® — for rough sur- 
faces. Deep resilient pile. 
Cat. No. R-280 
TEXTURE —for stipple effects. 
Quality twist carpet fabric for 
uniform results. 
Cat. No. R-250 
MOHAIR TYPE— An econom- 


ical cover for smooth surfaces. 
Cat. No. R-209 


y 


new! exclusive! 


ET FRAME 


years ahead of 
other type rollers! 


A top seller with more easy-to-sell features than 
any other roller frame. Flexible, nylon-bearing end 
caps fit all size conventional covers... means mini- 
mum frame inventory. Lightweight and perfectly 
balanced for faster painting with less fatigue. Sturdy 
bright metal frame and colorful, easy-grip handle 
combine to give the new “JET” more buy appeal 
in the store. Cat. No. R-018 


THE WOOSTER BRUSH CO. + WOOSTER, OHIO 


New, flawless decorating 
with TiZ® the magic fabric 


New Duo-Way® covers are giving home 
decorators beautiful results never before 
possible. TiZ leaves no lint on the fin- 
ished job... practically eliminates all 
“orange peel” effect. Perfect for semi- 
gloss and enamel paints. Convenient, too 
...they’re priced so low customers can 
afford to use them and throw them away, 
eliminating all messy clean-up. 

Cat. No. R-760—Contains 60 sets, 

Cat. No. R-730—Contains 30 sets. 





Pre-cut lengths boost 
average unit rope sale 


Pre-cut lengths of rope and wire 
more than doubled the sales in 
those basic staples for Whitney 
Hardware, Seattle, Wash. 


The pre-cutting is done by owner 
Gordon Whitney. He began the 
practice several years ago. It has 
been so successful that he has con- 
tinued it ever since. 


“A customer who needs 30 ft of 
rope has no idea what that will 
cost when you quote him the price 


sells a cus 


ut and meas 


Gordon Whitney, right 


romer 7 NONK Or pre 


j ify rrovireé 
Ured f 


per pound,” Mr. Whitney 
“But if you offer 50 ft of quarter- 
inch rope at a given price you have 
information on which 
he can make a buying decision. 


SaVs. 


given him 


“In almost every case the cus- 
tomer will buy the 50 ft length in- 
stead of the 30 ft he needs because 
rope is a handy have 


thing to 
around the house. 


“The customer also appreciates 
the convenience of being able to 
buy the rope immediately and walk 
out with it, rather than wait for 
us to measure and cut it.” 


In the two popular sizes of rope, 
Mr. Whitney pre-cuts lengths of 
50 ft and 100 ft. He charges a 
little less than double the price of 
the 50 ft length for the 100 ft 
colls. 

Coils of each length are placed 
in cardboard boxes with the price 
marked on the outside of the box. 





A fishing license bonus 
pulls increased traffic 


A unique free fishing promotion 
paid off for Babcock, Hinds & 
Underwood Hardware store and 
other merchants in downtown 
Binghamton, N. Y. The promo- 
tion was to pull increased traffic to 
the downtown area and boost sales 
of participating stores. 

During the week-long promotion, 
parents were invited to obtain a 
free fishing license for children by 


making a purchase of $1 or more 
at the Babcock store. 

The license entitled a child to go 
fishing in ponds set up on a park- 
ing lot in the downtown area. The 
ponds were stocked with gold fish. 
The child showed his fishing li- 
cense to the attendant who pro- 
vided the fishing equipment. 

Each youngster was limited to 
one gold fish and was provided 
with a free container to carry it 
home. 





Sandvik Saws serve the world! 


Traditional Swedish Craftsmanship 





OTHER PRODUCTS 
SANDVIK OFFERS 


BUCK SAWS 
FILES 
CHISELS 
PLIERS 
SCYTHES 





... all made 
from the finest 
Swedish Steel! 


. IS Built into every fine Sandvik hand 
saw. Blade of Sandvik Swedish Steel, 
recognized the world over for its excep- 
tional cutting qualities. 


Recommend, stock and display Sandvik 
hand saws, because when you offer Sand- 
vik you are offering the best. 


Sandvik sreen inc. 


Saw & Tool Division 


1702 NEVINS ROAD, FAIR LAWN, N.J. 





Customers notice and buy it. 
< Want more facts? Circle 143, p. 69 
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How one dealer learned 
fire can have benefits 


A fire can be the best thing that 
ever happened to a dealer. Take 
Millhurst Mills Hardware and 
Building Products, Freehold, N. J., 
as a classic example. 

This dealer had 20,000 sq ft of 
storage area in an old building. 
The building recently burned down. 
The owners proposed to build a 
much smaller building to replace it, 
because they were restricted by 
modern costs of construction and 








finish that dust won't cling. 


trade. 


WM. ZINSSER & CO. 
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TRIMLAC 


Meets your Customers’ Demands for a Quick Way | 


to Give Natural Woods a Waxed, Hand-Rubbed 
Look—Without Waxing or Rubbing! 


Plus these advantages for you: 





Class A fire insurance. Yet, the 
dealer didn’t want to sacrifice sales 
volume. 

Millhurst Mills decided to call in 
a specialist in floor layout and bin 
planning to see what could be done 
about maintaining a full inventory 
in much smaller quarters. Repub- 
lic Steel’s Berger Division supplied 
the specialists. 

Briefiy, slotted steel angle fram- 
ing was elected to solve space prob- 
lems. This framing can be used for 
all types of bins, roof and vertical 
supports, and in combination to 





Slee ital 


curcase 





Quick-drying Trimuac fits right into today’s demand for 
easier-to-use products—and the increasing use of natural 
woods for paneled walls, cabinets, woodwork and trim. It 
brings out the beauty of the grain, does not darken or yellow 
with age. It even feels “waxy’—yet gives such a hard smooth 


* A profitable item, fair-traded for your protection. 


e Backed by national advertising in AmEerRiCAN HOME and 
LivinG For YOUNG HOMEMAKERS, 


Free ‘“‘How-to-do-it” folders available for your consumer 


® Sold only through paint and hardware stores. 





solve virtually any storage prob- 
lem. Every inch of the dealer’s 
new 4000 sq ft warehouse was put 


ae ry 


ea 
ae a 
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Some of the many and varied uses of 
angled stee/ framing in Millhurst 
Mills’ new warehouse. 


to use, and all of the inventory 
carried in the much larger, older 
building found a home. 

Further, the new warehouse has 
elbow room for growth, plus turn- 
around space for its fork-lift truck. 
In the old building the truck had 
to back out, it could never turn 
around. 


Turntable cash register 


saves time and legwork 


A turntable stand for two cash 
registers works just the way the 
owner planned it for open-side 
wrapping counters at Bal-Way 
Hardware, in Seattle, Wash. 

“I don’t like the closed type of 
counter which puts the customer 
on one side and the clerk on the 
other,” says owner Stephen H. Car- 


ron. “Accordingly, I use two 
straight counters, about 10 ft long 
in my 60 x 110 ft store. One is 
about one-third back from the 
front entrance, the other about 
two-thirds. 

“However, we encountered a 


problem in placing our cash regis- 
ters. No matter where we put 
them, it seemed we always had to 
walk around to the other side to 
ring up a sale.” 

The solution was a ball bearing 
type turntable with a plywood base 
for the register. The turntables 


516 West 59th Street New York 19, N. Y. 
310 N. Western Ave. Chicago 12, Illinois 


cost 90 cents each. 


ZINSSER 


Leg work has been reduced and 


Also monufacturers of Bulls Eye® Shellac * Spray Shellac * B-I-N Primer-Sealer® * Bulls Eye Black Gloss® customers like the arrangement. 


Want more facts? Circle 145, p. 69 
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Now...a completely modern POWER measuring tape 
with P-U-R-R...fection in styling and performance! 


Deluxe POWER-SLIDE measuring tape 


with “Slide Control” action* 


In keeping with today’s trend for 
clean, modern design and functional 
simplicity, the new Atlantic Deluxe 
POWER-SLIDE Tape is the ultimate 
in power measuring instruments. Sure 
to catch the eye at point of sale... 
sure to delight your customers with 
its advanced performance . . . and sure 
to earn you a larger measure of sales 
and profits! 


SELLING FEATURES A cinch to clinch the sale! 


The only “Slide Control” tape on the market 
Red and black ft. and in. markings, white faced 
Inside and outside measuring clip 

Available in 6, 8’, 10’, 12’ lengths, ¥2” blade 
(available for shipment Oct. 15, 1959) 





*HOLD finger tip on slide *RELEASE finger tip to stop 
for full retraction. retraction at any length. 


also new! 


Deluxe LEATHERETTE CASE 
Precision Measuring Tapes 


in 50 and 100 ft. lengths, %” blade, 
red and black ft. and in. 
markings, engineer's hook. 


Order the complete Atlantic Line of DELUXE, STANDARD and THIN 
Tapes! Styled to sell on sight, provide greater customer satisfaction, the 
Atlantic line offers a wide range of more than 20 models and sizes. Feature 
and display them all for extra impulse sales! 


Order from your Atlantic sales representative, or write for new low price 
lists to: 


ATLANTIC Industrial Corporation 


91-97 West Runyon St. s Newark 8, N.J. = Bigelow 3-S000 
Want more facts? Circle 146, p. 69 
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“‘Nothing cuts like 
L-O-F window glass” 


—Earl Hall, owner 


Cunningham Hardware, Des Moines, lowa 


‘‘Believe me, the clean, easy cutting I get with Libbey-Owens: 
Ford Window Glass saves me time and money. And the service 
and sales aids I get from my L’O-F distributor make my glass 
department a pleasure to run. 


‘‘My customers demand top-quality merchandise ... they get 
this and more. . . from Libbey’Owens: Ford.” 


FALL “FIX-UP TIME" IS HERE 


Your customers will be checking their windows and storm sash 
to put them in good condition for winter. Be sure you have 
adequate stocks of all standard sizes of glass. Specify L-O-F 

best-known label on window glass. While you’re at it, ask for a 
supply of point-of-sale material to promote greater glass sales. 


New box rack needs only 12 square feet 


of floor space 





Holds glass right in L°O-F’s 
self-storing plywood side 
boxes. Easy to construct. 
Ask for blueprints of WG-3 
Rack. Also, order ‘For 
Greater Profits’’ booklet 
which contains plans for a 
variety of glass-storage 
racks. Call your L-O-F Glass 








Distributor (listed under 
**Glass’’ in the Yellow Pages) 
or write to Libbey-Owens: 
Ford Glass Co., Dept. 6799, 
608 Madison Ave., Toledo 3, 
Ohio. 


LIBBEY°OWENS:*°FORD WINDOW GLASS 


The glass that cuts easier, snaps clean 
TOLEDO 3, OHIO 


Want more facts? Circle 147, p. 69 
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How to sell more batteries 


Dealers gross more than $2000 from a few square feet of display area 


by spotlighting battery section with a portable lighting display. 


Flashlight batteries, and the 
lighting devices they power, are a 
steadily growing source of hard- 
ware store traffic and profit. 

Aside from home lanterns, flash- 
lights, portable radios, photog- 
raphy and farm equipment, batter- 
ies are finding increasing use in 
toys and housewares items. From 
20¢ batteries to several dollars 
each for sportsmen’s lanterns, port- 
able lighting has become big busi- 
ness. 

“The way to do the job right is 
to group all portable lighting ac- 
cessories on a single counter,’ 
says James Huntington, Myers 
Park Hardware, Charlotte, N. C. 

Mr. Huntington is ending his 
first year of experience with a 
home portable lighting center. He 
is pleased with the experience for 
sales will top $2000 and he figures 
turnover is in the 6-7 range for 
the first year. 

Portable radios have become 
everyday staples for teenagers. 
There are more flash cameras in 
operation than ever before. Toys 
of every description, and house- 
wares such as hand mixers, are 
just a few of a long list of items 
that steadily require battery re- 
placements. These are the main 
traffic builders. 

Then there are the bigger unit 
sales of flashlights, heavy-duty 
lights for sportsmen and campers. 
There are spare bulbs, lenses and 
parts to be considered in a port- 
able lighting department. 

A basic $200 stock of this equip- 
ment can turn over five times a 
year. This gives a gross of $1000 
on a few square feet of floor or 
counter space in an average store. 

A Metuchen, N. J., dealer re- 
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LASHLIGHTS 
BATTERIES. hg 
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James Huntington, Myers Park Hardware 


ports $2000 in gross sales in 10 
months in his portable lighting de- 
partment. A San Francisco dealer 
sold $750 worth of flashlights and 
accessories in his first 3 months. 





_and his portable power headquarters. 


In each case of unusually high 


sales volume in this department, 


the dealer has used a grouping of 
all related portable power lines on 
a Single display unit. @ End 








L ottore 


from 


Hardware Age 


Readers 





Let’s hear from you 
Dear Editor: 

I am 27 years old and work for 
my father in a country general 
hardware store. 

I would like to correspond with 
someone in the United States in 
similar circumstances. We have a 
staff of 10 people and handle most 
things from screws to garden cul- 
tivators. 

May I compliment you on the 
way the articles are laid out in 
HARDWARE AGE, with each subject 
being dealt with so fully. 

Looking forward to hearing from 
some American hardware men, | 
am, 

Yours truly, 
J. W. Carpente 
“Cornerways” 
Woolsbridge Road 
Kingwood 
Hants, England 


Interesting ideas 
Dear Editor: 

In the HARDWARE AGE Aug. 12 
issue, page 67, I read with much 
interest an article in which Mr. 
Vietas Siegel gave some very in- 
teresting ideas on his particular 
store. 

I would very much like to write 
Mr. Siegel. Would you be kind 
enough to give me the street ad- 
dress and zone number of the W. 8. 
Jenks & Son store in Washington, 
D. C. 

Thank you very much. 

R. B. Gudbranson 
Flourtown Hardware 
Flourtown, Pa. 


Editor’s note: The address is: W. 


S. Jenks & Son Hardware, 723 7th 
St., N.W., Washington 1, D. C. 


» - P 


ae 





Why have so many building supply and hardware dealers tagged Griffin 
as “‘A Good Line to Handle?” 


Because Griffin makes a product builders and architects respect; be- 
cause Griffin offers a complete line of hinges, straps, “t’’-hinges, brackets 
and braces; because Griffin prices its product to offer the distributor a 
good profit margin; because Griffin service is exceptionally quick and 
dependable. Write today for complete information and the name of 
your nearest distributor. Griffin Manufacturing Company, 1515 Cherry 
Street, Dept. 20, Erie, Pennsylvania. GRIFFIN HINGES 


Want more facts? Circle 148, p. 69 
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AMERICAN MADE 






a. 
STANDARDS! 
J EFFERSON All-plastics window .. . 
Stocks the World's a tonic for sales 
Largest Supply of 


SOCKET SCREW _ Specialty display windows featuring 
PRODUCTS dozens of items from a single category 
ee ee 


stir up new interest and more sales. 








Immediate Shipment! 
DISTRIBUTOR’S DISCOUNT 


Without Minimum 
Stock Requirement! 





as SOCKET HEAD | 
CAP SCREWS | 

Nn (ALLOY AND | 
STAINLESS STEEL) 








SOCKET SET SCREWS 
(ALLOY AND HEXAGON KEYS 


STAINLESS STEEL) AND KITS 























Ps 
( @ 
All-of-a-kind windows like this boost sales. Try it for gadgets, bathroom 
SOCKET 
PIPE supplies, cutlery, and other key lines with many items. 
FLAT HEAD PLUGS 
SOCKET CAP SCREWS 








BUTTON HEAD 





SOCKET CAP 
SCREWS 
Write for | It’s news when an average hardware dealer sells $800 worth of 
64-page Catalog today. plastic housewares in a two week sale. That’s the mark recently 
Try us on your next rush order! | reached by Wm. A. Kilian Hardware Co., Philadelphia dealer. 


| How to do this kind of volume? Kilian Hardware took ad space in 
| two local weekly newspapers. The ads were backed up by a full window 
| of assorted plastics. About 45 items for different household use were 
| shown. 

SCREW CORPORATION This is an example of what can happen to a key staple line when given 
691 BROADWAY ° NEW YORK 12, N.Y. the promotional spotlight. Plastics are well suited to a major promo- 
SPring 7-8400 | tional effort, covering a wide range of household staples. @ End 

Want more facts? Circle 149, p. 69 
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ADLOCK 


YALE 


» , __ THE FINEST NAME IN PADLOCKS 


en 


LOW COST PROTECTION iow $7? PRoOrTe ne SAFE 


Mews 


YALE bag 


247 Padiock * 
sai ‘ ca. 


OPE MT LS | 
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a ae 


| YALE the Finest Meme « Hardware |. ae 


9 


yee 
NALE 


ees 
CELLAR DOORS » GATES 
LOCKERS « © 


Rust-Resistant Stee! Shackle + Mustioss Solid Case 


Five Dise With 
Tumblers 601 Padlock Two Keys 
(mC 26} 


NAL The Finest Name in Hardware 


ee 
7 - = ~ Ss 
’ . ind Set 


4 


> 


F Outy SS Padiock 
® &% 
rom a 


°— 


6 MNarewere . 


9 ® 2 % 
© @ 2 + 


@ ‘3 Sy 2 6 e 


SAFE and SECURE 


shi ad 
4) * 


SALES PACKAGED BY YALE 





LOW COST PROTECTION 


TOM SORES © GATES 


947 Padlock 


warded 


RUST-RESISTANT 
STEEL SHACKLE 


mC. 28 


VALE Bias ee err 


Want more facts? Circle 150, p. 


PEGBOARD PACKAGED AND 
WIRE RACK DISPLAYS 


Yale wraps ’em up so they SELL! Two 
series of eye-catching red, white and 
blue padlock display packages for peg- 
board or wire rack merchandising. 
(1) A set of new bubble-packages 
with padlocks sealed to be seen—and 
sold! (2) New slip-in-slot cards that 
attract the eye and display the item. 

Packaging plus price plus di:play 
assure you of a big turnover on these 
popular Yale items. Order through 
your jobber or write The Yale & Towne 
Manufacturing Co., Yale Lock & 
Hardware Div., White Plains, N. Y. 


YALE & TOWNE Hg 
69 
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Now from 


Midland! 


you get the tillage market 
you ve been missin 


with this exciting new 
Vertical Tiller 


See the New 
Midland Line at 
THE NATIONAL 


: . , R 
Finally! — a low-cost tiller-cultivator for the small- Sn” aie 


space gardener. Outstanding features include: Dust pro- Reis i aa = September 28-October 2 

tection from a handle-intake air cleaner, tines expand- (6 @eweit’ boec'y SPACE No. 1053 

able from 10” to 20”, hi-lo handles, conveniently-located a> ~~ i he Ty mae oS 

off-on switch, and non-winding, walk-along tines that "Po 4 @ See MID-AMERICAN 

protect plants. Starting position is from behind the oe - - hl ation. LAWN, GARDEN, and 

handles for extra safety. Perfectly balanced...powered ip we was - OUTDOOR LIVING 

by OMC’s Iron Horse engine. It’s bound to be the . 4) oe ae TRADE SHOW 

hottest unit. in the industry! en Se , , . Ce A ae Amphitheatre — Chicago 
| | | October 8-9-10 


« 


Plus the complate F6O Cine that assures iteady pr 


en 3 . tm \ g i SPACE No. 194 





Midland has everything 


to help you make 1960 a big profit year. This fall, 
build sales and traffic with the Penguin... Mid- 
land’s sensational new Snow Blower. Next spring, 
open up new suburban and rural tillage markets 
with the exciting, new-designed Vertical Tiller. 
It’s.a line tailored for profits — with all the power, 
performance, and appealing price tags to bring 
prospects hustling to your store — starting this 
fall and right through next spring. 


But look beyond the line and what do you see? 
Another PLUS you get only from Midland — 
aggressive advertising and merchandising, com- 
bined with the strong service and warranty back- 
ing of Outboard Marine Corporation. Add it all 
up — and you see why every day more dealers 
switch to Midland. Join them. Make this your 
year to MOVE UP TO MIDLAND. 


THE MIDLAND “PROFIT LINE:” 
NEW Vertical Tiller 

NEW Snow Blower 

Model RT 3HP Rotary Tiller 

Model TMS 4HP Garden Tractor 

Model M70-B 7HP Utility Tractor 

Model R71 7HP Rider 

NEW Self-Propelled Rotary Mower 

and 5 Other Great Power Mowers! 


The Midland Company 
1200 Rawson Avenue «+ South Milwaukee, Wisconsin 
Subsidiary of Outboard Marine Corporation 





7 aay i ee = «| NEW Self-Propelled Mower NEW Snow Blower 


WL ALAM wy OH. te year Select franchises are still available for qualified deal- 


ers. Use this coupon or write to find out if a Midland 
dealership is available in your territory. 


The Midland Company 
Dept. MHA99B 

1200 Rawson Avenue 
South Milwaukee, Wisconsin 


Gentlemen: 


The 1960 Midland profit opportunity sounds 
interesting. Please send me more information. 


NAME 
COMPANY 
ADDRESS 


ee iicisincernereeseesidiiiiibinniens ™ ... ZONE STATE 
Want more facts? Circle 151, p. 69 








Convention Calendar 


convention shows conferences 








— Convention Check List 








complete details about the conventions and shows listed below, see the 
alphabetical listing starting on p. 380, Sept. 10 issue. The next 
complete listing will be in Oct. 8 issue. 


September 26-28 Mountain States Hardware & 
27-30 Nationa Builders Hardware Implement Assn., Denver 

Convention, New Orleans 30 to Louisiana - Mississippi Retai 

27 to Annuo Hardware - Houseware Feb. 2 Hardwcre Assn., Baton Roua 

| 


€ 
Oct. 2 F ur ¢ the U. 4 New York LO. 
28 to N 7 no rt yrawore She WwW Ne WwW 
Oct. 2 York 
ee@e C February 


October 1-2 cor Reto)! Hordwore 


MOUSE T RAP 4-7. Atlantic City Convention of " wae on ak 4 — 
and RAT American Wardware Moanufac 2-5 a Q si ordware 


irers’ Assn.—National Whole- 5.7 He , nt Product 
sale Hardware Assn.—National " need 7 ” 
a) ~~ A cry ~? She e? Meta Distr bu- , . 
=e Bett, use! tors 6-8 lennessce Keta Hardwar 
wm . 8-10 Mid-Amer con Lown Garden & Sh. Yaosnvilteé | | 
a ’ ar Td ) 10 Hardware & Imp 
Jutaoor LIVING irade Show Ok ‘wie City 
. ANT KiQno g | 
Chicago 
13-15 Poc TIC S< thwe + Hordwoare = ur “Ww Hardware Co. C n 
Ass “A . Cekt ; ve & Merchandise Show 
ssn. noneim oO , 
19-21 Rose, Kimbal! & Baxter, Annual ropes ve A 
- ainia Retail Hardware Assn 
Show, Elmira, N. Y. IrGwe 
20-22 M. S. Young & Co., Fall Mar- ho Mordware Asm. © 
ket. Allentown. Po. . moraware /\ssn. ov-- 
25-27 Hardware Wholesalers Inc. 3 
Can . ae eer _Y. Schelly & Bro., Inc., An 
onvention and Merchandise | Rial & Me 
Sh: w, Fort Wayne nut ng rrev _ : 
29-31 Montana Hardware & Imple- NGISE 2 Ww A\ entown, Fa 
ment Assn.. Great Fall: Reta Hardware 
ert : IWrec 0 
’ Rock 
“ss ‘| ‘ 
November California — Retail Hardware 
2-12 Cotter & Co., Spring Good: sn. estern States Hara 
Show, Chicago ware-Housewares Show San 


January 14-16 - tu y Re ai! Hardware Assn 
3-5 Ace Hardware Corp. Conven- ouisville 
"Snap up" unit sales with the "Can't Miss", vention & Ext me Ps > 14-16 Nebraska Retail Hardware 
. . . 11-13 Minnesota Retail Hardware Assn.. Lincoln 
attractive, self-service 2-PAC. This con- “nit s 
° , . Assn., Minneapolis 14-16 Tri-State Hardware & Impl 
aerwetrt eye-appealing, buy-appealing, pre- 11-15 National Housewares Exhibit ment Assn., Amarillo, Tex. 
priced two for fifteen cents, transparent Chicago i Pesaadunin & Aline Ges 
package is a proven traffic stopper. Easy 17-19 Illinois Retail Hardware Assn. ame tMacdluare Aen Mere 
and dependable, four-way trigger action Springfield burg, Po 
builds customer satisfaction. 17-19 Texas Hardware & Implement 16-18 Michiaon Retail Hardware Assn 
Assn., Dallas Grand Rapids 
ILL ALSTEEL 2-PAC 18-20 Western Retail Implement & 20-22 New England Hardware Deale: 
These attractive, nickel- ee Assn., Kansas City _ pow B a a ‘ 
lated, Alsteel 2-PACS O. | . sbama Retai! Hardware Assn. 
Pal Nise ti Easy 24-26 Albany Hardware & Iron Co. Birmingham 
and safe to set, sanitary Dealer Show, Albany, N. Y. 2123 Pacific Northwest Hardware & 
ejection plus fast, de- 24-26 Hibbard, Spencer, Bartlett & 
pendable action fea- an hesggh-sosine 7 _ 1 21-23 West Coast Hardware & House- 
tures trap more sales. vention, Evanston, Ill. wares Show, Los Angeles 
24-26 Intermountain Assn. of Hard dowsiagagiah = 
GEM TICKET PUNCHES ware & Implement Dealers, Salt 21-23 West Virginia Hardware Assn 
Lake City Parkersburg 
24-26 North Coast Retail Hardware 23-25 Hardware Assn. of the Caro- 
Neeiiel Memon ah a Assn., Portland, Ore. a ae 3 + eens 
. can eel odw , Ow iarlotte, N. C. 
popular low price. Avail- @ 26-27 India Te Retail Hardwore Assn. sick Hats Mache Stil 
able with six assorted ‘4 elegy sect + hy consoles -ealllhcnaiing om 
dies and three round 26-27 Van Camp Hardware & Iron Mar.2 ware Assn., Syracuse 
dies. Pre-priced card 2 Co. Spring & Summer Merchan- 
attediel P , } dise Show, Indianapolis March 
; 26-28 Missouri Retail Hardware Assn.., 22-24 South Dakota Retail Hardware 
St. Louis Assn., Huron 


Implement Assn., Portland, Ore. 


A quality pressed steel 
nickel-plated punch with 


AA GIL Viae Vand teliiongy 
Cc | COMPANY | For complete details about conventions and shows listed above see the Oct. 8 
MARENGO e¢ ILLINOIS. issue of Hardware Age. 
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“WE'RE MAKING BIG MONEY Now THAT WE'RE SUGGESTING 


‘SCOTCH BRAND MASKING TAPE WITH EVERY PAINT SALE / * 





“SCOTCH” and the plaid design cre registered trademarks of 3M Co., St. Paul 5, Minn. 


—_a >>> 


TMiiwnesora (fining ano (/ffanuracturine company 
M4 
» ++ WHERE RESEARCH IS THE KEY TO TOMORROW * 
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Stretch your hentia dollars. Use this 4 p. 
Directory of Housewares Manufacturers with 
Co-op ad funds for dealers. Lists company, 
product and how much co-op money allowed. 


Send 20¢ to HA Reader Service Dept. for a 
copy. 


HARDWARE AGE 


Chestnut & 56th Sts., Philadelphia 39, Pa. 


mr pe ~~ 
, * dlaymaker offers * 


FREE RACK 


to display locks in 


SEELPACK 


‘See- Packed Locks Outsell Others as Much as 5 fo 1 


play the 


a Ge eee See ER Re 
Paorect yousst 
ee 


you use the free wire rack or dis 


eaboard, counter or bin, you Il enjoy the 


fit you m Slaymaker padlocks in 


dra See-Pack. Ask your 
SLAYMAKER LOCK CO. 


iobber, or write .. 
e LANCASTER, PA. 
rld's Largest Producer of Brass Padlocks ' 
anon anen unaanenneel 
Want more facts? Circle 154, p. 69 
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women 
reach for 


SELFIX 


TOWEL HOLDERS 


America’s “Most Reached For”’ line 
in the Home and on Counters, Too! 


WET "EM! SET EM! 
FORGET "EM! 


GUARANTEED 
TO HOLD FIRM 
on Tile—Plaster— Glass —- Wood 


NO NAILS! NO SCREWS! NO TOOLS! 
NO GLUE CAPSULES to ooze or lose 
Just moisten with water and stick ’em up! 


They “sell on sight’”— are 

actually ideal impulse items. 

Women reach for them because 

they’re so good to look at — so 

an Tumbler practical in design — and SO 
2 for 25¢ Holder 59¢ EASY to use. Now in millions 


of homes—the 17 SELFIX 
products are the nation’s lead- 

ing self-adhering line. 
Each SELFIX product fills 
Tissue Holder 59¢ the need for quality plastic ac- 
cessories at a low popular 
at price. Attractive individual 


Toothbrush ——_— ° - ‘ 
od ‘olf.cpo . : ‘ 
Holder 29¢ SE lf S€ lling cards invite sales. 


And you are invited to write 
ae Shelf 89¢ 


Twin HOokS 
2 for 39¢ 


for full details on the liberal 
dealer discounts. 


Nationally advertised in 
leading consumer magazines. 


PRODUCTS COMPANY 
223 West Erie Street 
Chicago 10, Ill. 
Volume Building Disploys FREE for every point of purchase 


Want more facts? Circle 155, p. 69 
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How's the Hardware Business? 





Leadership is key to success in booming ‘60's, 
is opinion of industrial distribution official 


by Wallace Campbell 
Campbell Industrial Supply Co., 
Seattle, Wash. 

and President 

National Industrial Distributors’ 
Ass 


HARDWARE AGE asked asso- 
ciation. officials for opinions 
on the booming 1960's. Some 
opinions were published in 
the Sept. 10 issue, p. 78. Here 
is still another opinion on this 
subject. 


The decade ahead will prove one 
of the most challenging for Amer- 
ican business. Problems and con- 
ditions which originated during the 
war and post-war years have dug a 
channel more and more businesses 
are being forced to follow. 

The trend toward consolidation, 
to which many factors have con- 
tributed, will no doubt continue. 

Decentralization has encouraged 
branch operations in areas once 
controlled by independent business. 
As the big become bigger, the 
small independent firm will face 
stiffer competition. 

Bigness in itself is not an un- 
challenged road to success. Suc- 
cess rests upon business leadership. 
The supply of qualified leaders has 
not kept in step with expansion. 

Merchandising is more than ad- 
vantageous quantity purchasing. 
The most important item any busi- 
ness has to sell is service to the 
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customer. In this field the aggres- 
sive smaller firm with the oppor- 
tunity for personal service can find 
an open road to successful com- 
petition. 

Another challenge to American 
business during the next 10 years 
will be foreign competition. There 
is a growing awareness of the im- 
portance of this factor to manu- 
facturers and distributors. 

Foreign competition on our do- 
mestic and overseas markets can 
in time nullify the gains in con- 
sumer demand from population ex- 
pansion. Foreign competition can 
even make population growth a 
burden in areas where there is un- 
employment. 

On the other hand, if America 
heeds the handwriting on the wall 
and remains in a competitive posi- 
tion the promise of the 60’s will 
be fulfilled. 

Challenging competition makes 
demands. When intelligently met, 
reward comes in the form of new 
products, new scientific advance- 
ment, and a better, more rewarding 
life. 


Wards open two new 
distribution centers 


Montgomery Ward & Co. has 
opened its second and third dis- 
tribution centers. 

The centers are in Kansas City, 
Mo., and San Leandro, Calif. The 
Kansas City center serves 137 re- 
tail and catalog stores with daily 
truck deliveries. The San Leandro 
center serves 94 stores. 

Ward’s revolving charge plan is 
also being extended to all catalog 
customers to supplement time pay- 
ment plans. The revolving charge 
plan offers customers a 30-day 
charge account without service 
charge or a 10-month payment 
schedule with a_— small 
charge. 


service 


Fine game crop boosts 
sporting goods sales 

Reports of a fine game crop this 
fall and winter will boost traffic and 
sales in hardware store sporting 
goods departments. Pre-season re- 
ports of a good crop encourages 
veteran sportsmen to get out more 
often, entices beginners to take up 
hunting. 

Wildlife administrators in 42 
states were polled by the Olin 
Mathieson Chemical Corp. The re- 
sults showed game crops 
“good” to “utterly fantastic.” 


were 


Rabbits, grouse, quail, wild tur- 
keys, and deer are in greater abun- 
dance than a year ago in most 
states. Pheasant and squirrel pop- 
ulations are expected to be about 
the same as in 1958, as are such 
big game species as bear, antelope, 
elk, mountain sheep, boar, and pec- 
cary. 


Migration prime factor 
in home building boom 
One out of every five families 
has moved to a new location during 
the last year, according to David 
Kennedy, president of Kentile, Inc., 
maker of resilient tile flooring. 
Hardware dealers can_ profit 
from this migration. Mr. Kennedy 
notes that the nation’s rapidly de- 
teriorating housing inventory re- 
veals that nearly 56 million existing 
homes need some degree of im- 
provement. This need for improve- 
ment motivates many families to 
move. Hardware dealers can be a 
source for the material used in 
the improvement of these homes. 


August construction up 
13% from August, 1958 


The value of new construction 
put in place in August amounted 
to $5.3 billion, an increase of 13 
percent from August last year, ac- 
cording to the Commerce Dept. 

The August total was an increase 
of 1 percent over July, slightly 
less than the normal seasonal rise 
between July and August. 

For the first seven months this 
year, the volume of new construc- 
tion put in place was 13 percent 
ahead of the same period last year. 





Careers in wholesaling 
outlined in booklet 


The National Assn. of Whole- 
salers has issued a three-color, il- 
lustrated, 12-page booklet titled 
“Career Opportunities in Whole- 
saling.”’ 

The booklet describes career op- 
portunities open to high school and 
college graduates. 

The booklet was produced in a 
further effort to sell the essential 
character of the wholesaling func- 
tion, and to draw “career seekers” 
rather than “job hunters” to whole- 
salers’ employment offices, accord- 
ing to James E. Allen, president of 
the NAW. 

Price of the booklet is 25 cents. 
It is available from the National 
Assn. of Wholesalers, 1001 Con- 
necticut Ave., N.W., Washington 6, 
D. C. 

The association suggests that 
wholesalers place the booklet in 
school libraries, public libraries, 
and in offices of guidance coun- 
selors. 


Industrial distributors 
new order index rises 

New orders for industrial sup- 
plies and machinery in July were 
up 1.9 percent from June, reports 
the American Supply & Machinery 
Manufacturers’ Assn. The new or- 
der index rose 4 points in July to 
216 (July, 1948—100). 





Consumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 











Bostwick-Braun mailer 
features specials 

Special values are featured in 
the four-page, full-color broadside 
from Bostwick-Braun Co., Toledo, 
Ohio, wholesaler. 

Featured are items of fall in- 
terest including a $24.95 lawn 
sweeper, a 69 cent wire rake, 25 
cent work gloves, a $1.49 rotary 
corn popper, a $5.98 basketball and 
goal combination, and other fall 
sporting goods specials. 

The mailer has space reserved 
for dealer imprint at the top of the 
front page. 


Marine Dealosse Kutzit | 


, NON FLAMMABLE oP Sew ws cca tenes 
REMOVER ‘ ; 
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Shelf! 
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TURN TURMOIL INTO line 





TURNOVER! "™ 
Stock the COMPLETE line with 


with ONE smart h 
packaging design! T p 


JAVOGRAN 
seal 


THE SAVOGRAN CO., Norwood, Massachusetts 


SAVOGRAN 


e SIMPLIFIED ORDERING 
e HIGH MARK-UP 
e COMPETITIVE PRICES 


e NATIONAL ADVERTISING 
SUPPORT 
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SEND FOR CATALOG, 
DISPLAY INFORMATION & 
AND JOBBER’S NAME 














IMPULSE | 


VISE 








Free vise display hangs on peg 
board tool wall or stands on 
counter. Sells Simplex vises on 
sight for high profit. 


Simplex vises really move when 
they're shown on this eye-catch- 
ing merchandiser. Unit given 
free with order of 5 Simplex 
utility vises (V-5 Deal). Sell the 
high profit, fast turnover line. | 


The Desmond-Stephan Mfg. Co. 
Urbana, Ohio 
a ATP MEE 
Want more facts? Circle 157, p. 69 
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Sales figures prove 
customers are buying 


buying continued at 
mid-summer, the 
Economics re 


Consumer 
a brisk rate in 
office of Business 
ports. 

Sales of appliances and furniture 
showed a marked rise, and were at 
the high level started in early sum 
mer. Sales for the first seven 
months of the year were 8 percent 
ahead of the same 1958 months. 

Sales in nondurable goods stores 
were not affected by the recession 
of last year. Sales for the first 
seven months of this year, how 
ever, were up, 6 percent over the 
same months of 1958. Nondurable 
goods sales in July were at an an 
nual rate of $12 billion. 

Automobiles set the pace in con- 
sumer goods. Sales in the first 
seven months of 1959 were up 20 
percent. 

Factory and trade sales were up 
also, reflecting consumer demand 
for durable goods. 

Personal income continued in 
mid-summer at the high level of 
June. Payroll losses primarily in 
metal and railroad industries were 
off-set by income gains in other in- 
dustries. 

The report showed wholesale and 
retail prices relatively stable. 


Time to think hard about 
spring futures-orders 


As fall and the National Hard- 
ware Show draw nearer, it’s time to 
weigh the values of spring futures- 
orders and plan commitments to 
fit your schedule. 

Futures-orders on key lawn and 
garden items and other seasonal 
lines are sound business planning 
with advantages for dealer, whole- 
saler, and manufacturer: 

@ Dealers take advantage of 
prices today that may be higher in 
6 months. They can relax through 
the winter months, knowing the 
nucleus for their outdoor depart- 
ments is taken care of. 

@ Wholesalers can measure the 
needs of their dealer customers. 
When they can plan this far in ad- 
vance, they run much less risk of 
being understocked when the sea- 
son is in full sway. 

@® Manufacturers can take ad- 
vantage of normally slow seasons. 
They can build up backlogs of mod- 


els and lines with a good working 
knowledge of the demands they 
must meet for early delivery. 

No one would ever suggest that a 
dealer try to estimate his needs for 
mowers and other big ticket items 
down to 100 percent of sales. But 
it is always safe for a dealer to re- 
view past sales and estimate that 
he can use, say, 60-70 percent of 
that merchandise for the next sea- 
son. 

Futures - orders mean on-time 
early deliveries for a head start on 
the season. Some dealers run suc- 
cessful winter sales on layaway. 
Also, there may be dating terms 
extended by wholesalers to allow 
time for payment without loss of 
cash discounts. 

Now’s the time to review your 
sales of key seasonal items for esti- 
mates on how much volume you can 
anticipate as a basis for futures- 
orders. Go to the National Hard- 
ware Show or your local wholesaler 
shows armed with this information. 


Father's Day theme is: 
Vote for Dad and Gramps 
Vote for Dad and Gramps is the 
theme of Father’s Day June 19. 
the 1960 presidential! 
Father’s Day poster 
the 50th anniver- 


sased on 
election, the 
will also stress 
sary of the day. 

The poster display can be used 
to promote every type of merchan- 
The poster will be promoted 
in coast-to-coast publicity sponsored 
by the Father’s Day Council, Inc., 
New York. 

Last Father’s Day, June 21, ac- 
counted for gift purchases of $928 
million, reports the Father’s Day 
Council. This was the largest Fa- 
ther’s Day in history. 


dise. 


Valspar is subject of 
national TV film show 

The Valspar Corp. is the 
ject of one of the half-hour 
grams in the New Horizons 
vision series. 

The filmed program 
shown on television 
throughout the country. 


sub- 
pro- 
tele- 


will be 
stations 


Manufacturers expand, 
move to new facilities 


General Mower Corp., Buffalo, 
N. Y., will move soon to a new 
plant in Norfolk, Va. 
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TO INCREASE CHRISTMAS SALES 


BUY - DISPLAY - SELL 


Git Packaged 





by, 
~~ | 3 Ui est. Bee ene 
Fast Sellin ; Re | oe ae ee 
PLUMB TOOLS ~. ear 
in Glistening GOLD FOIL Mee ane : ne i 
Gift Boxes eae: PS" aes 
, es “ee | es. 
PLUMB TOOLS with ~ A 
Non-Breakable Fiber-Glass Handles q 4 Pe 
STRONGER THAN STEEL i ; vee 
with the Hickory Feel be TP 
” Advertised ° FS7X , : > 
Consumer ¢ F572X = ; 


Cat. No. Prices y 
160z.NailHammer F57X. $5.25 — 


13 oz. " “ 
Half Hatchet » XOANIIY : 
PLUMB AUTOGRAF TOOLS « XOANI12 wi 
Polished Heads—Red Handles 


16 oz. NailHammer XOANI1I'% 4.50 : 
ae, * . XOANI2 4.50 . 
Half Hatchet XAH2 6.25 > <:5 


PLUMB ADVERTISED FINISH TOOLS | ~ Re / 


Black Heads—Red Handles 
16 oz. NailHammer X81 4.00 
Half Hatchet X2962 4.90 
Belt Axe with Sheath X682 5.35 





Patented PERMABOND® Ay ~ 
Keeps Handles Tight ° FH2X 
FAYETTE R. PLUMB, INC. 
Philadelphia 37, Pa. 
= « X2962 
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SELLING THE MOWER IS JUST THE BEGINNING 
what will they think of you 3 months after the sale 


~ 


the CLINTON CLINTALLOY gasoline engine 


captures customers — doesn’t kill repeat business 


lf the mower you sell has a Clinton CLINTALLOY on top, your 
good reputation on which you have spent so much time, effort 
and money to build, is SAFE! For the CLINTALLOY is the only 
shell molded, nickel impregnated IRON engine in the industry 
—far more durable and trouble-free than any other. 
For instance, its one piece cast iron cylinder block cuts vibra- 
tion to 4 that of other comparable gasoline engines. And, 
the Clinton CLINTALLOY gives longer life because of lower 
bearing pressure and reduced piston travel. It has estab- 
lished a new standard of power, durability and trouble-free 
operation in air-cooled gasoline engines. 
...the CLINTALLOY on top will help you sell the mower 
beneath for what it’s worth. .. help you keep your customers 


and profits. 
— te | 
SL Jal F Oa 


ey 
vA, 
CLINTON ENGINES CORPORATION 


WORLD'S LARGEST MANUFACTURERS OF THE MOST COMPLETE LINE OF AIR-COOLED GASOLINE ENGINES 


Want more facts? Circle 100 





No. 9915 


SEAMLESS CHROME CANISTER SET 
® First and only deep-drawn seamless chrome can- 
isters... stay new and bright. 
®@ No dirt-catching crevices. 
® Permanent lettering identifies contents clearly. 
®@ Elegant in design, with ebony black knobs. 


Send for new EVEREDY catalog showing complete line and prices 


All tems Also Available in Conode 


Phd 


Every one of these items is 

already a terrific seller... 

every one of them an eye-catching 
impulse item... priced for big volume. 
Promote and sell EVEREDY for Christmas! 


HYoll ada 


ss 
ses VER 


—- Kx AKE-> 


® Distinctive sculptured design. 
® Glistening chrome looks more luxurious 
than costly sterling. 


® Cake cover, with ebony black knob, has 30% more 


capacity... perfect for large home-made cakes. 
® Beautifully fluted glass plate. 


“og 
ry errr 
5 


’ Pi ‘ F we . / CEE t. . 

Se % < S i — ; ee | 

SOR riya mri att 
a A 7. NO. 8880 


CRYSTAL BALL LAZY SUSAN 


@ Modern crystal and chrome 


@ Four cut glass sections, plus chrome-covered center 
bowl in gleaming chrome tray. 


e@ Full capacity snack server...in exclusive Candie- 
wick design. 


e Pedestal-type chrome base with ball bearings. 


\ 17 


THE EVEREDY COMPANY, INC. 
FREDERICK, MARYLAND 


Craftsmen in CHROME « COPPER « STAINLESS 
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STAIN MILDEW FUME RESISTAMA 
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— Tg Price 
Your Problem’ 


— BETTER 
PAINTS 


MR. DEALER: Are you interested in increasing your volume amd your profit? 


Then write us without delay. We have over 30 years of paint manufacturing experience. 





We have a complete line of quality paints at popular prices. 


Our dealers have sold our products to millions of satisfied users. 


I'm interested! Send more particulars. 


ADDRESS 


CITY 





FRISCH 2.5 comeany. inc 
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Capri“MOSAIC TILE CENTER” 


Cash in on the big swing to Do-It-Yourself Mosaic Tile 
with this new low-cost package deal 








Fe ea ae SS SS eee ee ee ee ee oe 


Capri’s low-cost “Mosaic Tile Center” program makes it 
easy for you to become the recognized source for mosaic tile 
in your area. You get a broad inventory of Capri Tiles 
and accessories ...a dramatic, self-selling wall display 
... FREE advertising mats, literature, complete promotion 
kit. 


Capri Mosaic Tile is the genuine ceramic PRESTIGE SUR- 


Heres what you get: 


pints cement 


GW Pro 


l-lb. pkgs. grout 
FACE your customers can apply themselves ... a real 9 cement spreaders 
“natural” for the home handyman. It’s the hottest new item ) tile cutters 


in the do-it-vourself market. Trivet Kits 
3 Cigarette Box Kits 

Wall Planter Kit 

Vase Kit 

36” round table, ready for tiling 
Cigarette Box, finished for display 


Get in on the ground floor... ask your distributor salesman 
to show you the Capri line NOW! 


— 2s ss + 


Capri eee the TEXTURED ceramic mosaic. tile 
ORDER THROUGH YOUR DISTRIBUTOR OR WRITE 


STANDARD TILE CO., INC. 


So-4 Rockaway Ave.., Brooklyn i Pa Be 
< Want more facts? Circle 161, p. 69 Want more facts? Circle 163, p. 69 A 
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PLUS .. . promotion kit, tile chart, 
sales literature 


Retail Value — $291.50 


YOUR COST-—$175.00 
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DELUXE 
JUMBO PLASTIC 
CLOTHES LINE 
Priced for fast, profitable sales 
at $1.29 to $1.49. Verified $1.98 
retail value, 100-foot, heavy-duty 
se! core clothes line. Guaran- 
two years against 
and sagging. Dries 
clean, resists mil- 
dew, colorfast. Packed in sales- 
stimulating vinyl display bag. 
Write, wire, phone NOW for 
catalog sheets, prices, samples. 


. 
drop-lite 
ELECTRIC MFG. CORP 
119 Avenue D, New York9 © CAnal 8-3370 


Consumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 
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How to survive and make 
money in hardware is subject 
of 32 p. Store Managers’ 
Guide. Gives useful figures 
on store sales, bankruptcy 
rates, etc. Send 25¢ for a 
copy to Reader Service Dept. 


Start a profitable Rental Busi- 
ness. 12 p. reprint tells what 
to rent, how to set charges, 
customer agreements, book- 
keeping forms, and other 
information. Send 25¢ to 
Reader Service Dept. for 
your copy. 


HARDWARE AGE 


Chestnut & 56th Sts., Philadelphia 39 





Proctor steps-up ads 
for holiday season 


A stepped up promotion cam- 
paign has been started by Proctor 
Electric Co., Philadelphia, culmi- 
nating in a special consumer pro- 
motion for the Christmas season. 

Proctor began a spot television 
promotion earlier this month in 38 
markets, to continue through the 
peak holiday shopping season. Ten 
more television markets are being 
used than last year. 

Consumer magazine advertising 
starts with a full page in color in 
Brides Magazine Oct. 15 issue and 
the “Live Better Electrically” sec- 
tion of the Saturday Evening Post 
for Nov. 18. 

Proctor is taking a 3-page cover 
gate-fold ad in Life for Nov. 30. 
The theme will be “Proctor Has the 
Gift to Make a Woman Happy.” 
The ad will feature dry and steam 
irons, toasters, and ironing tables. 

The company points out this is 
the first time in five years that it 
is making an all out advertising 
drive in all media. The budget is 
for $1 million for television, maga- 
zine and newspaper ads in the last 
six months of 1959. 


Great Lakes Tractor 
gives broad guarantee 


A wide-coverage one year guar- 
antee called an individual Perform- 
ance Insurance Certificate is of- 
fered for 1960 to purchasers of 
Diamond brand mowers of Great 
Lakes Tractor Co., Cleveland. 

The certificate states that the 
manufacturer will replace the com- 
plete engine or any part of the 
equipment, for any reason, during 
a one-year period from the date of 
purchase. There is no charge to 
consumer, excepting a $10 fee for 
complete engine replacement. 

The certificate is good on the 
Diamond riding mower, three sizes 
of push-type rotary mowers, and 
two self-propelled models. 





Deluxe assortment of Lustro-Ware 
POLYETHYLENE WASTE BASKETS 
with FREE revolving, steel 
MERCHANDISING TREE 


waste baskets 


CEST FOR EVER HE cco ere ome ws 
wand. maar fxr antl brasiily 
a in 








REFILLS 
FROM 
OPEN 
STOCK 
METALLIC DECORATED styles 


Put this sales whiz to work for you. Displays 
and sells 8 different styles of popular 
Lustro-Ware baskets. This revolving, 
steel merchandiser takes less than 3 x3 feet 
of space . . . wonderful for hot traffic spots 
. . attracts customers to a Lustro-Ware 
housewares section. Display FREE with BT-8 
or BT-8D decorated basket assortment. 
All profitable, nationally advertised values. 
Order from your supplier or write — 


COLUMBUS PLASTIC PROD., INC., Columbus, Ohio 


” Guaranteed by = 


ee 


49 AOveaTiseD wat 


Litho: Wane 


Guaranteed by WORLD'S LARGEST 
manufacturer of plastic housewares 
Want more facts? Circle 165, p. 69 
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July retail sales up; 


¥ sOoTA HORIZONTAL TYPE 1959 even with "56 
Retail hardware sales in July 


were $240 million, or 5.7 percent 
ELECTRIC . KATE 5 4 A R e f N F Q | higher than July last year. That 
makes a seven month sales total of 

HOLLOW GRINDS BLADE praia : af 
LENGTH OF RUNNER! $1,544 million, precisely even with 
1956, the record sales year for 

maaoom,.| | hardware dealers, | 
SKATE BLADE | This vear’s seven month total is 
GRINDING. $94 million ahead of last year’s 
like period, a gain of 6.5 percent. 
Monthly gains for every month 
this year except January and June 
have been better than like gains in 
hardware’s boom year, 1956. Should 
this trend continue 1959 would set 
a new record of sales at a figure 






















Attractively 
Priced! 











7 NEW! close to $3 billion. 
i "e DIAMOND Here are the Commerce Dept. un- 
CBA. DRESSING adjusted estimates of retail hard- 
APPROVED incemangenty ware store sales for the last three 
oni eicer. geome | | years: 

Enclosed — sealed (Millions of dollars) 
MOTOR MODEL S-8 1959 1958 1957 
January $174 $172 $183 
February 167 154 174 
Large 8'' diameter resinoid wheel assures rapid removal of stock of badly worn blades. Satin March 193 178 208 
at tower cost, ORDER FROM YOUR JOMEER or WhiTE eT) rine! more shates per whee April — — 
May 263 257 253 
WISSOTA MFG. CO. MINNEAPOLIS 4, MINNESOTA atl 962 938 248 
Want more facts? Circle 166, p. 69 | July 240 227 238 




















JOHNNY STOP | Seven-month 





(MEET HANSER’S 


TOILET TANK BALL total $1,544 $1,450 $1,525 

| : No jiggle! Built-in swivel August 223 234 

| action . . . vacuum tight or aar 

HUSTLERS | — j seal . . . DuPont Neeprene Septembe) 225 225 

mum 6 gasket. Money Bac uar- . 9A9 9 

' antee! Free nay for oun October 242 240 

... at the Show or in Hanser Head- turnover. $1.49 less 40%. November 995 229 
quarters, directly across the street from | | $10.73 dozen, delivered. OB 

the Coliseum! Reuse for $5.50. December 288 283 


KINNARD SALES 


19 Glenwood Rd. a nare ~~ 
Upper Montclair, N. J. _ Total $2,653 $2,736 


| Want more facts? Circle 168, p. 69 























Credit men see boom 
extending into 1960 


“We can look forward to record 


BUYING CHECK LIST | prosperity for the balance of 1959 


and at least through the first quar- 
ter of 1960,” says the National 


DON'T MISS THE 

















ON PAGE 72 Assn. of Credit Management. 
This represents one of the first 
Let us tell you how HANSER, with 40 definite predictions for next year 
top-notch salesmen can give you com- from a major economic organiza- 
plete and concentrated coverage in CHAIR-LOC ti J 8 
the NEW ENGLAND STATES, NEW — ee 
YORK [incl. Metropolitan area), NEW Amazing New Liqeid “But for the uncertainties of 
JERSEY, PENNSYLVANIA, MARY we ween : i 
coeee” Seana aan’ mumamentees il © Ponetrates weed Abre— strikes and the stock market,” the 
' . ' a es Om @-X-p-@-8- ° ° ° 
GINIA and DELAWARE. ently. association says, “all signs suggest 
: e Guichest end castest was that our economy is moving into a 
wy dowel new phase in which gains may be 
The HARRY HANSER ORGANIZATION ; 


A Fast-Selling impulse item 





slower and competition will be 
Manufacturers’ Representatives Write ~~ ane Pp 


1841 BROADWAY, NEW YORK 23, N. Y. CHAIR-LOC CO. a wae on 
COlumbus 5-1300 Lakehurst 3, N. J. In brief, this indicates that prog- 
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ress in industrial expansion and 
sales will continue, but at a less 
hectic pace and in a more competi- 
tive atmosphere. 

“Employment is at its highest 
level of record, and retail sales, 
despite strikes, are running well 
ahead of any previous summer and 
late spring totals,” the association 
says. “Gains for durable goods 
have been substantial.” 

Farm machinery sales this year 
will be the largest since 1951. Im- 
provement in crop prospects may 
lift volume to within 3 percent of 
last year’s record production, ac- 
cording to the association. 

Borrowing by business, always 
an optimistic sign, is on the rise. 


Hardware wholesalers’ 
sales up 12% for year 

Sales of hardware wholesalers 
were up 12 percent for the first 
7 months of 1959 as compared to 
the like period of last year, the 
Dept. of Commerce reports. 

Sales for July, 1959, were 12 
percent ahead of July, 1958, but 
down 4 percent over June this year. 
A mid-summer dip is traditional. 

Wholesalers’ inventories were 
ahead 9 percent at the end of July 
as compared to July, 1958, but 
down 1 percent from June this 
year. 

Hardware wholesalers lagged 
slightly behind a total wholesale 
sales increase of 14 percent for the 
year to date, and a 15 percent in- 
crease in July. 


Paint, varnish, lacquer 
July shipments up 11% 

Factory shipments of paint, var- 
nish and lacquer totaled $166.7 mil- 
lion in July, 11 percent higher than 
shipments during July last year, ac- 
cording to Dept. of Commerce re- 
ports. 

July shipments were about 5 per- 
cent lower than for June, 1959. 


Business failures up 


Business failures climbed to 308 
in the week ended Sept. 3 from 257 
in the preceding week, reports Dun 
& Bradstreet, Inc. This was the 
highest toll in 13 weeks, and well 
above the figure of 191 for the 
same week last year. 











ADAMS- RITE 


TYPE —>S PADLOCKS 


NIGHT 


listen 
LATCHES @ FRAIM 


\  )gsourRcE 
for FOUR Complete Lines 


Now all these fine old familiar lines 
are under one roof, at one address. 
Send one order. Receive one in- 
voice. Check one inventory. 
Get more satisfaction at 

» SAFE ... since 1849. 





ORDER FROM YOUR JOBBER 


PADLOCK AND HARDWARE COMPANY @ LANCASTER, PENNA. 
Want more facts? Circle 170, p. 69 | 








most accurate 
spreader ever! 


Jackson proudly presents to- 
morrow's lawn spreader today! 
The first really new spreader 
concept in 25 years. Combines 
bold modern design with un- 
equalled accuracy. A few of its 
many years-ahead features 





include a broad low-silhouette 
hopper, stagger-tooth agita- 
tor, Sure-Set’’ feed regu- 
lator and ‘‘Flick-Eze’’ 
on-off control. Ask 
your jobber or write 
today for complete 
details about 
Jackson's exciting 


new lawn spreaders. 





OTHER FAMOUS JACKSON PRODUCTS 
emrace = /ackson 


al LAWN AND 2-in-1 
eee ROLLERS GARDEN CARTS SPREADER-CART Oldest and largest wheelborrow maker in America 


Manufacturing Co. @ Harrisburg, Pa 
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News About Dealers: 3 Stores Change Hands 
In Des Moines; Carlisle Opens 13th Store 








Des Moines, lowa. 
Miller has purchased the 
COLLEGE HARDWARE, formerly 
owned by Lawrence McKin- 
ney. Owen L. Maxwell has 
bought the Foust HARDWARE. 
Dale McBride, formerly with 
the H. M. Iltis Lumber Co., 
has purchased the STANLEY 
HARDWARE from Dale Seaton. 





Springfield, Mass. — CaArR- 
LISLE HARDWARE Co. will 
open a new suburban store 
on Maple St. in East Long- 
meadow early in 1960. The 
firm’s 13th store will be a 
one story building with 6000 
sq ft. Semi-self-service and 


several types of budget ac- 
counts will be offered at the 
new store. 





Youngstown, STAM- 
BAUGH-THOMPSON’S new 
branch store in the Austin- 
town Shopping Plaza _re- 
cently held a four-day grand 
opening. The opening fea- 
tured advertised and unad- 
vertised merchandise spe- 
cials, prizes and gifts. A 
staff of 50 was on hand to 
serve the opening day crowds. 
This store, like the 11 others, 
will honor Stambaugh- 
Thompson’s charge accounts. 

(Continued on page 137) 


Stambaugh-Thompson Opens Twelfth Store 


L Steg 


Prmy 


q “i 


4 EY) q 
HARDWARE 


a ee ee CO “ si ee ee 


GRAN 


pert ath: 


OPENINC | | ali 





on 1 OPK ak wt 


& SOUSE WARE s 


a I 


GRAY 
OPENING 





A four-day grand opening was staged recently at the newest Stam- 


baugh-Thompson retail store, 
Plaza. 


—— 


located in the Austintown Shopping 





Wholesaler in Buffalo 
Closes Retail Store 


Weed & Co. is liquidating 
its last retail hardware store 
in Buffalo, and becomes a 
wholesaler exclusively, serv- 
ing dealers and industrial ac- 
counts. 

The store, at Genesee and 
Main Sts., is being liquidated 
on a retail consumer basis. 
Some of the store personnel 
will be taken into the whole- 
sale organization. 
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Weed & Co. started in busi- 
ness in 1818 with a retail 
store in Buffalo, said to be 
the first hardware store west 
of the East Coast. Later the 
company branched out into 
wholesaling. 

Withdrawal from retailing 
began some years ago with 
the closing of the Rochester, 
N. Y., division. About four 
years ago a retail store, at 
292 Main St., Buffalo, was 
closed. 


1959 





R. BURNELL BROWN 


Brown Named As Nelson 
Division Sales Head 


R. Burnell Brown, former 
production manager and as- 
sistant to the president of L. 
R. Nelson Mfg. Co., Peoria, 
Ill., has been appointed sales 
manager of the Hardware 
Products division. 

Mr. Brown has been with 
the company 20 years. 


Sullivan Hardware Co. 


Building New Branch 


Sullivan Hardware Co., 
Anderson, S. C., wholesaler, 
is building a new branch 
warehouse building in Green- 
ville, S. C. 

The new building is to be 
completed in November. It 
will replace the company’s 
present warehouse in down- 
town Greenville. 

The new building will be 
one-story, with 85,000 sq ft 
capacity. The cost including 
land and equipment will be 
about $550,000. The 16-ft 
ceiling will provide better 
stock arrangement, and more 
cubic foot storage than in the 
present building. 

Sullivan Hardware’s new 
branch building is in a high- 
way commercial development 
outside the city and about a 


seven minute drive from 
downtown Greenville. The 
site is 7 3/10 acres, with 


plenty of space for customer 
parking, and for expansion. 





Van Camp Introduces 
Dealer Ad Program 


A new advertising pro- 
gram for dealers has been 
introduced by Van Camp 
Hardware & Iron Co., Indi- 
anapolis wholesaler. 

A minimum of 20 selected 
items will be offered a dealer 
each month for promotion 
purposes. The items will be 
chosen for consumer appeal 
and will give the dealer an 
adequate profit. 

A dealer may select from 
this list as many items as he 
wishes to promote. 

An advertising kit will be 
supplied dealers for promot- 
ing the special items. This 
kit will include newspaper 
ad mats, window banners, 
pennants, price cards and 
other material for the pro- 
motion. 

Dealers will receive other 
store material to meet sea- 
sonable needs and for gen- 
eral ad work. 

The program is set up to 
take care of needs of both 
large and small stores. 





GEORGE W. DEVER 


Union Malleable Names 
Dever Sales Manager 


George W. Dever, former 
assistant sales manager 
Union Malleable Mfg. Co., 
Ashland, Ohio, has been pro- 
moted to sales manager. Mr 
Dever has been with the firm 
since 1955. 
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Seymour, Swander Get 
New Columbian Posts 


H. F. Seymour has been 
elected chairman of the 
board of Columbian Vise & 
Mfg. Co., Cleveland. 

Dan C. Swander, Jr., for- 
merly executive vice-presi- 
dent, has been elected presi- 
dent. 

Mr. Seymour, who served 
as president of the company 
since 1945, joined Colum- 
bian Hardware Co., prede- 
cessor of Columbian Vise, in 
1912. 

Dan Swander joined Co- 
lumbian in 1935. His expe- 
rience includes service as 
district sales representative, 
assistant sales manager and 
company secretary, 

He was elected vice-presi- 


dent for sales in 1947 and 
executive vice-president in 
1954. 


No important shifts in ex- 
(Continued on page 138) 





A. M. MEYERS 


A. Y. McDonald Names 
New Product Manager 


A. M. Meyers, former as- 
sistant in the Dump Div., 
A. Y. McDonald Mfg. Co., 
Dubuque, Iowa, has been ap- 
pointed product manager, 
pumps and water systems. 
He has been with the firm 
30 years. 





Bissell Withdraws Line From Most Catalog 


Houses; Re-emphasizes Price Maintenance 


Bissell Inc., Grand Rapids, 
Mich., has withdrawn its line 
from most catalog houses in 
support of a recent policy 
statement on selected distri- 
bution at the wholesale level. 

Here is the statement of 
policy as outlined by Wil- 
liam B. Rose, vice-president, 


marketing: 

“We feel that our fran- 
chised wholesalers: 

“Should follow our sug- 


gested retail prices to deal- 
ers, 

“Refrain from selling Bis- 
sell Fair Traded merchandise 
to accounts who resell at 
prices lower than those set 
forth in our Fair Trade 
price lists, 

“Not sell our products to 
catalog jobbers, 

“Devote full sales energies 
to customers in the fran- 
chised areas, and refrain 


from selling to customers 
outside such areas.” 

Mr. Rose also stated that 
Bissell will not continue any 
franchised wholesaler whose 
selling practices are incom- 
patible with the policies out- 
lined. 

“We have withdrawn our 
line from all catalog houses 
where there is any question 
about items being sold direct 
to consumers,” said Mr. Rose. 

“The line is being con- 
tinued in the John Plain Co. 
book since it is used to ser- 
vice smaller dealers who 
can’t afford to stock all of 
the lines they sell. “We de- 
sire to retain as franchised 
wholesalers only those who 
have demonstrated an ability 
to put adequate effort behind 
the promotion and sales of 
Bissell Products,” said Mr. 
Rose. 


ZCMI Closes Wholesale Operation, Sells Stock 
To Salt Lake Hardware and Strevell-Paterson 


ZCMI Wholesale Distribu- 
tors closed out its operations 
last week. The warehouse 
stocks were sold to The Salt 
Lake Hardware Co. and 
Strevell-Paterson Hardware 
Co. All three firms are 
wholesalers in Salt Lake 
City. 

Closing 
wholesaling 


out hardware 
is part of finan- 
cial moves being made by 
the parent ZCMI organiza- 
tion to provide capital for 
expansions. This explanation 
was made to the trade in a 
letter announcing the clos- 
ing of the hardware opera- 
tion. 

The parent organization is 
expanding retail operations. 
An addition is being built to 
the department store in the 
Salt Lake City retail dis- 
trict. A retail store is being 
built in a shopping center 
southeast of the city. In- 
stead of borrowing at cur- 
rent high interest rates, the 
wholesale hardware and 
drug businesses were sold, 
according to the announce- 
ment. 

Orders to dealers were 
shipped out of the ware- 
house through Sept. 16. In- 


ventory was taken on Sept. 
17. Actual closing of the 
warehouse will take some 
time. New owners will draw 
on the ZCMI stock for a 
time, then move the remain- 
ing inventory to their ware- 
houses. (For description of 
new Strevell-Paterson ware- 
house see HA, Sept. 10, p. 
306.) 

ZCMI has been a member 
of the Pro Hardware dis- 
tributors’ group, and has 
franchised a number of deal- 
ers under this program. 

This Pro franchise has 
been transferred from 
ZCMI to Strevell-Paterson 
effective immediately, ac- 
cording to a joint statement 
by U. J. Kuhre, executive 
vice-president of Strevell- 
Paterson; Richard W. May- 
cock, ZCMI’s hardware man- 
ager, and P. L. Cosgrave, 
president of Pro Hardware, 
Ine. 

Strevell-Paterson will con- 
tinue the service to all Pro 
franchised dealers in the 
same manner as ZCMI has 
been operating, in accord- 
ance with the Pro franchise 
agreement. Additional deal- 

(Continued on page 140) 





Central States Club 
Dinner Party, Train 


The Central States Hard- 
ware Club will hold its 19th 
annual stag dinner in connec- 
tion with the Atlantic City 
hardware convention Oct. 4 
in the grand ballroom of the 
Shelburne Hotel, the same 
place it was held last year, 
according to R. Randy Os- 
born, president. 

Cocktails will be served at 
7 p.m. with dinner and en- 
tertainment to follow. 

The club is again sponsor- 
ing a special train from Chi- 
cago to Atlantic City. It will 


leave Chicago at 4:15 p.m. 
CDT, Oct. 3 and will leave 
Atlantic City for the return 
trip at 5:30 p.m. EDT Oct. 7. 
Reservations may be made by 
contacting L. G. MeSteen, 
district passenger manager, 
Pennsylvania Railroad, 16 
LaSalle St., Chicago 3, Ill. 
Arrangements for the meet- 
ing and special train were 
made by the entertainment 


committee: C. A. Mesler, 
chairman; Ev. W. Swart- 
wout, co-chairman; J. R. 


Mohr; W. J. Morrison; H. S. 
Mulholland; Ben Leve, secre- 
tary-treasurer. 
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PLASTIC PIPE / 





LINE 


- « « GUARANTEED IN WRITING 
to perform as specified 





You can’t tell by looking. One brand of plastic pipe looks 
about the same as another. Your only safeguard is the integ- 
rity of the manufacturer. Crescent Plastics is a pioneer in the 
field of plastic pipe, and plastics are our only business. Cres- 
line pipe is guaranteed in writing to do what we say it will. 
We know it will perform as specified because we have the 
industry’s most complete laboratory and subject all raw 
materials and finished pipe to the most grueling tests. 


PIONEER MEMBER OF 


Before you order any kind 
of plastic pipe, challenge 
us to prove you'll 

do better with Cresline. 


CRESCENT PLASTICS, INC. 


Dept. A-9 * 955 Diamond Ave. °* Evansville 7, Indiana 
Complete Technical and Engineering Services Available 





PLASTIC PIPE OF ALL KINDS FOR 







>> 
$ fis 


SEWAGE. SYSTEMS 











WATER SYSTEMS 
a : ee & 


‘ 


ern) 


Want more facts? Circle 172, p. 69 . 
136 «© HARDWARE AGE, September 24, 1959 





News of 





E. 0. STEVENSON 


M & D Fixtures Elects 
Sales Vice-President 


Edward O. Stevenson has 
been elected vice-president of 
sales at M & D Fixtures, 
City of Industry, Calif. 

Mr. Stevenson will con- 
tinue as national sales man- 
ager, the post he has held 
since he joined the firm last 
year. 


Poulton, Hill, Liebler 
Promoted By Columbus 


Donald S. Poulton, former 
sales manager, has been pro- 
moted to director of market- 
ing and sales of Columbus 
Plastic Products Co., Colum- 
bus, Ohio. 

Robert E. Hill, former as- 
sistant sales manager was 
named sales manager. 

William C. Liebler, for- 
merly with Marshall-Burns, 
Inc., Chicago, has been ap- 
pointed to sales promotion 
manager. 


Fleming Retires Oct. 1 


Robert M. Fleming retires 
Oct. 1 from Janney, Semple, 
Hill & Co., Minneapolis 
Wholesaler. Mr. Fleming 
joined the firm in 1919 as a 
clerk in the claim depart- 
ment. Five years later he 
was in the buying depart- 
ment. In 1944 he was elected 
to the board, in 1943 to as- 
sistant secretary - treasurer 
and in 1956 to vice-president 
of sales promotion and adver- 
tising. 


Mossberg on Board 


Alan I. Mossberg, son of 
the late Iver O. Mossberg, 
was elected a director of 
QO, F. Mossberg & Sons, Inc., 
New Haven, Conn., firearms 
manufacturer. He is the 
third generation on the 
board of the family that es- 
tablished the firm. 


the Trade 








Dates Announced For 
Wholesalers’ Shows 


Conron, Inc., Dan- 
ville, Ill. and Daven- 
port, Iowa. Jan. 24 in 
the Masonic Temple at 
Davenport, Iowa, com- 
bined show for dealers 


from Indiana, Illinois 
and lowa. 
Van Camp Hard- 


ware & Iron Co., Jan. 
26-27, at Indiana 
Theatre Exhibit Hall, 


Indianapolis. 





C. Y. Schelly & Bro., 
Feb. 9-11, at Agricul- 
tural Exhibition Hall, 
Fair Grounds, Allen- 
town, Pa., seventh An- 
nual Spring Preview & 
Merchandise Show, 
daily 2 to 10 p.m. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar beginning on page 
120 











Borg-Erickson Elects 
Dinse Vice-President 


Charles W. Dinse, former 
sales manager, has been 
elected vice-president and di- 
rector of marketing, Borg- 
Erickson Corp., Chicago. 

Robert J. Rumpsa, former- 
ly with General Electric Co. 
and Ekco Products Co. in 
marketing and sales promo- 
tion work, has been named 
midwest district sales man- 
ager. 


Sales Manager Named 


Whit Ives has been named 
sales manager of Electric 
Service Systems, Minneap- 
olis. Mr. Ives has been presi- 
dent and general manager of 
his own manufacturing and 
wholesale company in Fort 
Lauderdale, Fla. for the past 
three years. 


Tait Appoints Poling 


Harold A. Poling, a mem- 
ber of the central planning 
staff of Ford Motor Co. since 
1951, has been named assis- 
tant to the president of Tait 
Mfg. Co., Dayton, Ohio. 








Boston Athletic Shoe 
Elects Three Officers 


Boston Athletic Shoe Co., 
Cambridge, Mass., has 
elected three new officers. 

Albert Lerman, former 
vice-president, was elected 
president. 

Irving Isenstadt, sales 
manager, has been elected a 
vice-president. He will con- 
tinue to serve as Basco sales 
manager. 

Lawrence S58. 
charge of New 
sales, has been 
vice-president. 


Cohen, in 
England 
elected a 





News About Dealers 





(Continued from page 134) 


A simplified extended charge 
account is available also. Ed- 
ward Bryer, formerly man- 
ager of the firm’s West Side 
branch, manages the Austin- 
town branch. Paul Avdey is 
the assistant manager. 


McFarland, Wis. — The 
MAIN APPLIANCE & WESTERN 
HARDWARE Co. of Madison 
has bought the hardware and 
furniture business operated 
here by Richard Nelson for 
the past 13 years. Building 
and stock were included in 
the sale. 


Dallas, Tex. — SHARP'S 
PRESTON ROYAL HARDWARE 
was one of seven new retail 
shops that opened recently in 
the Preston Royal Village 
Shopping Center at Preston 
Rd. and Loyai Lane. 


Paintsville, Ky.—Every- 
one entering the remodeled 
hardware section of Mac- 
GARD’S FURNITURE & HArp- 
WARE received a door prize 
during the grand opening. 
The new hardware section is 
connected with the furniture 
section. Mark Maggard is 
manager of both sections. 


Oberlin, Ohio — Gordon 
Rogers, representing OBERLIN 
HARDWARE, INC., has taken 
over the inanagement of the 
Oberlin Hardware from Al- 
vah Walker. The present 
working staff of Mrs. Paul 
Ransome and Lee Champney 
will continue under the man- 
agement. 


Birmingham, Ala. — VEs- 
TAVIA HARDWARE & HOME 
SUPPLY, a 3200 sq ft store, 


News of the Trade 





ALBERT LERMAN 


has been opengd in the Ves 
tavia Shoppw Center on 
Montgom rhnway. This 
store, like othe! n the S1l'. 
million projecy is alr-condt 
tioned, , has an 
ceiling, flourescent 
and a system for music in 
side and outside the store. 


accoustic¢al 
hehting 


Saranac, Mich 
Chadwick and Heath Dyk 
formed a partnership and 
purchased the CORNER HARD 
WARE from Phartip Nymeyer. 
Mr. Chadwick has moved his 


Warren 


hardware stock and equip-° 


ment into the corner build- 
ing. 


Humboldt, S. D.— Claude 
Patzlaff will open a new 
hardware and repair shop in 
the old Legion Theatre build- 
ing that will be remodeled. 
Mr. Patzlaff has been man- 
ager of the Tuthill Lumber 
yard for the past 10 years. 


Lancaster, N. Y. rank 
J. Nuwer, partner in BESCH 
AND NUWER HARDWARE Co. 
for 15 years, has purchased 
sesch. 
The store will now be known 
as FRANK J. NUWER HARD- 
WARE Co. M Nuwer has 
been in the hardware busi- 


the interests of John 


ness for the past 52 years. 

Lewiston. Idaho 
D. Reed and Georgia Evans, 
owners of REEDS HARDWAR® 
AND CYCLE, have purchased 
part of a building at 829 D 
St. and will move in early 
September. 


Columbus, Ind.—The erand 
opening of the KEEN KUTTFR 
HARDWARE store, connected 
with the Nugent Storm Sash 
Co., was held recently. Mal- 
colm T. Nugent is the owner- 
manager and Bent Moore will 
be co-managers of the store. 





(;eorve 


Now! 
Kivery Week 


and his Breakfast Club 
help you sell 


PLANTABBS 


and with Plantabbs in 3 
convenient forms... your 
liquid and powder plant 
food customers can buy the 
label they have confidence 
in... PLANTABBS 


NEW! vaun 


Instant concentrate of clear 
green liquid in a hard-working 
easy-to-display package. The 
proven Plantabbs label makes 
it a rapid mover. 4-oz. 49c, 
8-oz. 89c, 1 qt. $1.98 


r 
—_—— oe 
NEW! powver 


The same 35 year old Plantabbs 
formula in soluble granular 
form. Striking display package 
sells quickly and brings repeat 
sales. Customers have confi- 
dence in the Plantabbs label. 
4-0z. 39c 


TABLETS 


Millions of users have proven 
results on flowers, vegetables 
and all types of growing plants 
with these tablets. Over 250,000 
used every day. Returns hand- 
some profit. 19c, 39c, 59c, 
$1.00, $3.50 


PLANTABBS 
CORPORATION 


BALTIMORE, MARYLAND 


Want more facts? Circle 173, p. 69 
HARDWARE AGE, September 24, 1959 © 137 





ball bearing 
FAUCET WASHERS 





e stop leaky faucets for good 
e buna-n cap 

e stainless steel ball bearings 
@ naval bronze housing 


ARDMORE PRODUCTS CO., CONSHOHOCKEN, PA. 
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SELIS on nSGHT Ondoe (ee 


Ne een 


Send us, via Parcel Post, the initial stock and 
display unit of DUN-MOR rural mail box nameplates, con- 
sisting of: 

25 Doz. Letters, 6 each Q-X-Z-&; 
12 each all others ......... ee | 
2 Doz. Periods ...... hie ES 
3 Doz. Blank Spacers .... er csieel 
1 Doz. Nameplate Raceway Brackets. .1.50 
No, 1 Aluminum Rural Mail Box Special Price 

1 Sample ny <b Mounted snemanent 

12 Letters, 1 Period . acueniaali 


2 Stock Retaining Trays—No Charge— 
Terms 2/10 net 30 F.O.B. Akron ........ 


SHIP TO: 





ADDRESS: 





CITY: ZONE: ——. STATE: 


a oReR, ow -.Y. Boe. beh. a. a hme on oh 


o.oo A ° AKRON, OHIO 
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News of the Trade 


brief reports of 
MANUFACTURERS SALESMEN 


@ Behr-Manning Co., Troy, N. Y.—Norman E. Barr from 
representative in Florida to divisional sales manager for 
Florida division. 


@ McKinney Mfg. Co., Pittsburgh, Pa.—Joseph B. Depel- 
heuer from Pittsburgh sales department to northeastern 


Ohio, northwestern Pennsylvania, and Chautauqua County, 
New York. 


@ American Family Scale Co., Chicago—Julius M. Hanson 


to sales representative in Minnesota, North Dakota and 
South Dakota. 


@ Washburn Co., Worcester, Mass.—John Hart to sales 


representative in Milwaukee. 


@ S-K/Lectrolite Tools Co., Chicago—Jerry W. 
handle sales in southern California and Arizona. 


Hall to 


@ Pennsylvania Power Mower Div., American Chain & 
Cable Co., Exeter, Pa—James E. Gibbons from sales rep- 
resentative for Chicago to Chicago district manager. 


@ Housewares Div., Dennis Mitchell Industries, Philadel- 
phia—Junius M. Andrews to North and South Carolina; 
J. M. Tierman to West Virginia. 


@ Rooto Corp., Detroit—Arlin J. Salasky has been ap- 
pointed Great Lakes district sales manager, with head- 
quarters in Detroit. His territory is Michigan, Indiana, 
Ohio and Kentucky. Howard W. Winter has been ap- 
pointed eastern district sales manager, headquartering in 
Pittsburgh. His territory is Pennsylvania, New York, 
New Jersey, Maryland, Delaware and Virginia. Both men 
were with Economics Laboratory, Inc. 


@ Mastic Tile Corp., Vails Gate, N. Y.—Gerald E. Fitch, 
Jr., former retail and wholesale salesman, has been named 
a sales representative for the lower part of New York 
state. 





Seymour, Swander Get 
New Columbian Posts 


Granite State Mowing Ma- 
chine Co. will manufacture 
the 18 and 21 in. power mow- 





(Continued from page 135) 


ecutive responsibilities will 
result from these changes, 
Mr. Swander said. Mr. Sey- 
mour will continue to direct 
company policies and rela- 
tions with Columbian’s 
American and foreign dis- 
tributors. 

Other company officers 
elected include Richard Sey- 
mour, secretary; Robert F. 
Swander, treasurer, and 
A. S. Trivison, assistant 
treasurer. 


Granite State Buys 
Blair Mower Rights 


Granite State Mowing Ma- 
chine Co., Hinsdale, N. H., 
has purchased the rights to 
manufacture under its own 
name, two reel type power 
mowers formally produced by 
the Blair Mfg. Co., Spring- 
field, Mass. 


ers this fall. 


Trade Show Exhibitors 


Four American import 
firms have been chosen by 
the French government to 
display French-made house- 
wares and hardware items 
at the fourth annual Hard- 
ware-Housewares Fair of 
the United States. The firms 
are Mouli-Varco, Robert E. 
Olson Sales Co., Charles La- 
malle and Ameris Trading 
Co. The Fair opens Sept. 27 
at New York’s’' Barbizon 
Plaza Hotel. 


The Name is Mahoning 


In the Sept. 10 issue, page 
430, a store in Punxsutaw- 
ney, Pa., was incorrectly 
identified as Mahony Hard- 
ware Co. The correct name 
of this firm is Mahoning 
Hardware & Implement Co. 








Span America Boat Co. 
Expands Facilities 


The Span America Boat 
Co., Fort Dodge, Iowa, has 
completed plans for expan- 
sion of manufacturing fa- 
cilities into Oklahoma, Ken- 
tucky and New Jersey. 

The new plants will give 
the company immediate ser- 
vice in all sections of the 
country. In conjunction 
with the plant additions, 
sales offices are being estab- 
lished in Los Angeles, Chi- 
cago, New York City, Dallas 
and Atlanta, Ga. 


Hamilton-Skotch Buys 
Hampden Specialty 


Hamilton - Skotch Corp., 
New York picnic equipment 
manufacturers, have pur- 
chased Hampden Specialty 
Products, Easthampton, 
Mass. 

Hampden will operate in- 
dependently under its pres- 
ent management as a _ sub- 
sidiary of Hamilton - Skotch. 
The firm manufactures 
bridge chairs and tables, ju- 
venile furniture, metal out- 
door furniture and _ institu- 
tional seating. 


40 And Under Club 
to Hear W. E. Smith 


W. E. Smith will be fea- 
tured speaker at the annual 
meeting of the manufactur- 
ers’ group of the 40 And 
Under Club on Oct. 5 at 8:30 
a.m. at the Hotel Claridge, 





News of the Trade— 


Atlantic City. Announcement 
was made by C. M. Jones of 
C. Hager & Sons Hinge Mfg. 
Co. 

Mr. Smith, president of 
Oklahoma Hardware Co., 
Oklahoma City wholesaler, 
will speak on “There is no 
Short-Cut to the Promised 
Land.” 

The club meets during the 
convention of National 
Wholesale Hardware Assn. 
and the American Hardware 
Mfrs. Assn. 


Stanley Div. Names 
General Sales Manager 


Nelson B. Sherrill 
been named general sales 
manager of Stanley Build- 
ing Specialties of North 
Miami, Fla., a division of 
Stanley Works, New Britain, 
Conn. 

Mr. Sherrill was sales 
manager of national ac- 
counts at Capitol Products 
Corp., Mechanicsburg, Pa. 
He succeeds Benjamin I. 
McGowan, Jr., who has re- 
signed from Stanley Works. 


has 


National Key Elects 
Bellin Vice-president 


Samuel Bellin has_ been 
elected vice - president in 
charge of operations of Na- 
tional Key Co., Cleveland. 

Mr. Bellin joined National 
Key in 1951 as assistant of- 
fice manager, and has been 
general manager for the past 
several years. 


Arneson Hardware of Albert Lea Modernizes 


Gary (left) and Ivan Arneson stand in front of their new S & Q 


Hardware in Albert 
easier parking for customers. 


Lea, Minn. They built the store to provide 


Stelling 
Chem-Clean 


NAILS 


R) 


ARPER 
RIVING 


Nail 


iving. From 


Every Sterlin ean”’ is 


cleaner, sharp 


the accurate nhl ma¢hines recision made 


nails pass through & sp 
, ; f. 
process in which thpy refeive a complete 


‘ial degreasing 

chemical vapor Unlike old fashioned 

tumbling or ‘attlit 
4 


are really cleam, angi the points remain 


methodds, the nails 


\ 
sharp and true\ 
» — 

Le 
Boost sales among” contractors, carpen- 
ters, and “‘do-it-Yeurselfers”’ with Sterling 
‘“‘Chem-Clean”’ Nails. ‘‘Chem-Clean’’ 
Nails are available in 1, 5, and 10 pound 
boxes or 25 and 50 pound bulk. See your 


supplier or write us. 


® Registered Trade Mark 


NORTHWESTERN 


STEEL & WIRE COMPANY 
STERLING, ILLINOIS 


corporate 
Northwestern Barb Wire npany 





Want more facts? Circle 176, p. 69 
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ZCMI Closes Out, Sells 
Stock to Wholesalers 


(Continued from page 135) 


ers may be franchised in the 
future, under the Pro fran- 
chise. 

More than 50 percent of 
the space in the ZCMI ware- 
house, west of the city, will 
be vacated by liquidation of 
the hardware and drug busi- 
nesses. The parent company 
still has wholesale opera- 
tions in soft goods, station- 
ery, and furniture and floor 


covering. No decision has 


been made on use of the va- 
cant space. 

ZCMI Wholesale Distrib- 
utors was established in 
1868. Twenty salesmen sold 
hardware to retailers and 
heavy hardware to industry 
in Utah, Idaho, eastern Ne- 
vada and southwestern Wyo- 
ming. 

Richard W. Maycock had 
been manager for about 
eight years. Mr. Maycock 
was a speaker at the Na- 
tional Wholesale Hardware 
Assn. convention last year. 
He discussed added costs to 
dealers in direct buying 
(HA, Oct. 23, p. 84). 





American Fair Trade 
Council is Dissolved 


Members of the 21l-year- 
old American Fair Trade 
Council, Inc., New York City, 
have voted to dissolve the or- 
ganization. 

John W. Anderson, co- 
founder and long-time presi- 
dent of AF TC, said the move 
was made to combat confu- 
sion and to strengthen the 
“quality stabilization” edu- 
cational campaign. This cam- 
paign is being promoted by a 
new organization, Quality 
Brands Associates of Amer- 
ica, Ine. 

Services of QBAA will be 
made available to former 
AFTC members, Mr. Ander- 
son says. QBAA will operate 
to protect manufacturers’ 
property rights by establish- 
ing quality _ stabilization 
through price stabilization of 
trademarked products. 


Krylon Awards Cars 
To Contest Winners 


Leonard L. Weiss, presi- 
dent, Central Warehouse 
Sales Co., Scranton, Pa., 
Was given a new Cadillac, 
grand prize in a _ national 
sales contest among jobbers 
sponsered by Krylon, Inc., 
Norristown, Pa. 

Percy Cohen, vice-presi- 
dent, Norman and Sons, 
Inc., Bellerose, N. Y., re- 
ceived a new Rambler sedan 
as first prize for his com- 
pany’s selling the most 
spray paint in the hardware 
paint division of the contest. 


Hardware Firm Moves 


Howard Hardware Prod- 
ucts has moved its main sales 
office from New York City to 
larger quarters at 250 Eliza- 
beth Ave., Newark, N. J. 


C. W. Kelley Wins Janney Annual Golf Award 


L. M. Hatfield (left), president of Janney, Semple, Hill & Co.., 

Minneapolis wholesaler, awards the traditional H. M. Hill trophy to 

C. W. Kelley, low gross score winner of Janney's annual golf tour- 

nament for S & @ Stores Division. Winning score was 85. Second 

place went to Jasper Colianni with an 86, and H. R. Hanson took 
third honors with an 87. 
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News of the Trade 





Union Carbide Forms 
Consumer Products Co. 


Union Carbide Corp. has 
formed a new operating di- 
vision called Union Carbide 
Consumer Products Co. The 
new division will market 
Prestone and Eveready 
brand products which were 
handled by National Carbon 
Co. division. 

Adger S. Johnson, for- 
merly president of National 
Carbon Co., has been elected 
a vice-president of Union 
Carbide and will supervise 
the consumer product activi- 
ties of the corporation. 

Arthur C. Bryan has been 
named president of the new 
Union Carbide Consumer 
Products Co. division. Wil- 
liam H. Feathers is the new 
president of National Car- 
bon Co. division. 

Mr. Johnson, who joined 
Union Carbide in 1928, is 
president of the American 


Hardware Manufacturers 
Assn. 

Mr. Bryan joined the firm 
in 1935 and has been vice- 
president and general man- 
ager of National Carbon 
since 1954. 

Mr. Feathers has_ been 
with Union Carbide since 
1937 and has been vice-presi- 
dent and general manager of 
National Carbon’s industrial 
products since 1954. 


Gamble-Skogmo Sales 


Consolidated net sales for 
Gamble-Skogmo, Inc., Min- 
neapolis, Minn., during Au- 
gust were $13,940,942, an in- 
crease of 26.5 percent over 
August, 1958. An increase 
of 24.8 percent has been re- 
ported for the consolidated 
net sales during the first 
eight months of 1959 com- 
pared to the same _ period 
last year. 





OBITUARIES 








R. H. McPhilliamy 


Robert H. McPhilliamy, 43, 
operations manager of Stam- 
baugh Supply Co., Youngs- 
town, Ohio, died August 8, 
following a heart attack at 
his home. Mr. McPhilliamy 
had been with Stambaugh 
for five years in purchasing 
and operations management 
capacities. 


Charles T. Wren 


Charles T. Wren, 73, re- 
tired Louisburg, Kans., hard- 
ware dealer, died August 8 
at the Miami County Hospi- 
tal, Louisburg. 


Frank R. Hawsman 


Frank R. Hawsman, 59, 
vice-president of the Barber- 
ton Hardware Co., Barber- 
ton, Ohio, died August 21 
after a long illness, in Citi- 
zens Hospital, Barberton. 


Clement M. Biddle 


Clement M. Biddle, 83, re- 
tired president and board 
chairman of the Biddle Pur- 
chasing Co., New York, died 
Sept. 3 in Lawrence Hospital. 





Mr. Biddle retired in 1956 as 
board chairman of the firm 
that was started in Philadel- 
phia in 1879 by his father. 
His son, Clement M. Biddle, 
Jr., is now president of the 
firm. 


Rene J. Flotte 


Rene Jimmie Flotte, 60, 
sales representative for Tyr- 
rell Hardware Co., Beau- 
mont, Tex., wholesaler, died 
suddenly Aug. 22 in his of- 
fice. 


John E. Gehring 


John E. Gehring, employee 
of Samuel McKnight Hard- 
ware Co. and former hard- 
ware dealer, died Aug. 23 in 
St. Joseph’s Hospital, Pitts- 
burgh, Pa. 


Oscar V. Hanson 


Oscar V. Hanson, one of 
the organizers of the present 
Our Own Hardware Co., 
died Aug. 21 in Rochester, 
Minn. He was the owner of 
the Hanson Hardware Co. in 
Rochester. 





HA Photo Angles 


A report in pictures 
of events in the trade 


: 


Some of the 6! retail sales people who attended the August Product Knowledge 
Clinic sponsored by Corpus Christi Hardware Co., Corpus Christi, Tex., whole- 
saler, are shown at a dinner held before the session. 


District sales managers of Wood Shovel & Tool Co., Piqua, Ohio, met at the Trojan Motor Hotel, Troy, Ohio, to discuss new products and 
new promotions for the coming year. Shown standing, left to right, F. Elliot, H. Juckett, T. Jacobs, E. Prior, C. Brauer, J. Cochran, V. G. 
Scott, vice-president; W. Peabody, sales manager; H. Eshelman, vice-president; R. Fultz. Seated, left to right, W. Marvin, treasurer; R. 
Spahn, D. Cochran, R. Peck, J. Detweiler, H. Gilliam, R. Novy, vice-president; W. Bender, and W. B. Wood, president. 


== = WULLERGS 


A hg 
commas iS 
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Executive, office personnel and the national sales force of E Z Pain'r Corp., Milwaukee, Wis., attended the recent annual sales meeting 
in Milwaukee. The meeting marked the firm's |5th anniversary. Att:nding the two-day session from the west coast were: Dave Sneed, 
Wayne Goff, George Sterling, Art Burris and Melville Kirk; from the Midwest, L. F. DeRusha, Dan Beifuss, M. B. Doty, William Hoskins, 
Charles Baldwin, Chuck Lohner, R. E. Jaehne, William Pharris, W. F. Andrews and Clayton Lee; from the East, L. W. Grant, Roy Foulk- 
rod, Leon Gough, Jim Smith, 9. S. Dearman, Jim Walsh, Carl Zage:. Jack Lutiner, George Michaels, Hugh Anderson and Frank Sledge. 
Also attending were: R. L. Touchett, executive vice-president; A. W. Brumm, sales, vice-president; W. V. Geehan, Roy Touchett, A. W. 
Wheeler, J. L. Touchett, W. H. Foy. J. A. Pharris, vice-president; and J. J. Quinn, treasurer. Also A. E. Barnes, Terry Touchett, C. A. 
Pharris, Dr. F. Madenwald, F. P. Sohr, and John Babincheck. 





Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words.. 
Each additional word 


Positions Wanted 
(Special Rate) set solid, maximum 
50 words 
Each additional word .05 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5°, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 


sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany cerder in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 











Representatives Wanted 


Representatives Wanted 


Representatives Wanted 








Manufacturers’ Representatives 


wanted by leading full line 
manufacturer to cover wholesale 
paint and building material trades. Pro- 
tected territories open in every section 
of country. Please give full details on your- 
self, territory covered and lines carried. 
Box 902 c/o HARDWARE AGE 
Chestnut. & 56th Sts., Philadelphia 39, Pa. 


sandpaper 
hardware 


WANTED SALES REPS. 


New England and Chicago Territories 
for complete High Grade imported Ger- 
man Hardware line. This line well 
known and successful. Interviews can 
be arranged N.Y.C., Sept. 27 and 28. 


Box 912, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








Imported Bathroom Accessories—Chrome 
Plated Highest Quality—-Incredibly Low Priced 


Aggressive representation 
lines, covering jobbers and 
hardware, plumbing = supplies, 
materials, lumber yards, 
assignments. 

Box 928, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadeiphia 39, Pa. 


handling companion 
distributors of 
tile, building 
desired for exclusive 


PAINT BRUSH SALESMEN WANTED 


National Paint Brush Manufacturer has States of 
Oklahoma, Arkansas, Tennessee, North and South 
Carolina open for representation. We are looking for 
live wire men now calling on Paint and Hardware 
Stores and Lumberyards. Protected territories. Write 
full particulars in first letter 


Box 926, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 




















SALESMAN 


For Eley Ammunition Direct to Dealers. Jobber sales- 
man experienced preferred. Extensive travel in six 
western states. Drawing against commission plus 
bonus. Mr. S. E. Laszlo will interview applicants 
in confidence at Western Sporting Goods Show at 
Ambassador Hotel, Los Angeles (Booth 26), Novem- 
ber 7-9. Please send complete resume promptly to 
R. Jacobs, Adv. Mor., S. E. Laszlo, 25 Lafayette 
St., Brooklyn, N. 











EXCLUSIVE PROTEC TED ‘TERRITORIES 
open for nationally distributed unique water re- 
placement plumbing specialty item package for 
sale to plumbing supply houses; hardware distrib- 
utors and retailers. Unique demonstration sells 8 
out of 10 on first call. Box 123, c/o HAarpWaARE 
Acz, Chestnut & 56th Sts., ‘Philadelphia 39, Pa. 


EXC ELL E NT LINE Sow ; aie 
retail trade in 


calling on the 
ment, variety and chain stores. 
Write: Midwest Plastics Mfg. 

Paul 6, Minn. 


Avenue, 5St. 
SALE SMEN- PAINT BRU SHES t to 
paint, hardware stores, lumber yards, etc. Qual- 
ity line. Liberal commission, protected territory. 
Only men with allied lines now calling on these 
outlets need apply. SIRA BRUSH CO., IN 
119 W. 3rd St., New York 11, 


“YOUR 





representative 
hardware, depart- 
Good commission. 
Co., 208 Bates 


-SELL 


New Y ork. 


INCOME ™ ‘gelling to 
customers in Lumber yards, Hardware 
stores, etc., our line of DO-IT i RSELF 
TOOLS, Hardware Sundries and CABINET 
HARDWARE (carded). Several territories open, 
commission basis. Box 907, c/o HArpware AGE, 
Chestnut x 56th Sts., Philadelphia 39, Pa. 


AU GMENT 


your 


- 'TRELOC ‘K P ADLOC KS & BELLS goes na- 
tionwide and seeks established reps counelien 
housewares, hardware and variety jobbers and 
chains. Booth 690A or 132 Front St., NYC, 
Suite 400. 





WANTED SALESMEN P RE SEN TL Y c calling 
garden marts Harrisburg, Pittsburgh territory to 
sell Hot Horticultural item. No experience neces- 
sary, just a desire to make money. Box 913, 
c/o HARDWARE Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





SALESMAN OF BUILDERS HARDWARE. 
Chicago territory to call on wholesalers, lumber 
dealers, etc., for a leading manufacturer with 
very strong position in this market. Excellent 
starting salary, bonus and expenses. Box 918, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 
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EXPERIENCED SALESMEN 


With following among retail hardware and 
housefurnishings stores, to sell the most 
popular branded line of dog furnishings 
Can be handled as a side line. Liberal 
commissions (hoice territories open 
Box 919, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








HARDWARE SALESMEN 


Calling on retail hardware and 
yard dealers, also plumbing and electrical 
supply concerns (ne size Screw Anchor 
fits all screws and designed for all types 
of walls High Commission. Protected 
territory to qualified salesmen. 


FITSALL SCREW ANCHOR 
473 S. Franklin St., Hempstead, New York 


lumber 





EXPERIENCED 
FOLLOWING 
IMPORTED 
clusive 
quired for samples 


SALESMEN WITH A 
among the retail trade to sell 
Tools and Hardware on an ex 
basis at 10% commission Deposit re- 
and 42 page catalogue. State 
your present connections and actual territory, 
which you now cover. Box 921, c/o HARDWARE 
Acer, Chestnut & 56th Sts., Philadelphia 39, Pa. 





FACTORY 
—All 
Acid, 
Cleaner 
Retailers, 
with 
sion 


West 


REPRESENTATIVE WANTED 
territories open—New Scientific, Non- 
Non-Caustic Septic Tank and Cesspool 
for sale to Hardware Distributors and 
also to Plumbing Supply Houses. Sold 
Money Back Guarantee. Excellent Commis- 
Arrangement. Du-Mor Products Inc., 20 
22nd Street, New York 10, New York. 





MANUFACTURERS REPRESENTATIVES 
SELLING Hardware jobbers, building products 
wholesalers, and chains in Ohio, Western Penn- 
sylvania, West Virginia, Virginia, Indiana, Min- 
nesota, leading domestic manufacturer of com- 
petitively priced, extensive line of cabinet and 
builders hardware. Well advertised, well pro- 
moted. Versatile, modern packaging. Protected 
territories. Box 931, c/o Harpware AGeg, Chest 
nut & 56th denen Philadelphia 39, Pa. 





DEALERS, JOBBERS, REPRESENTA- 
TIVES WANTED. Amazing LIQUID SAND- 
PAPER made first in nationwide sales by home- 
owners, painters, floor finishers. LIQUID 
SANDPAPER prepares surfaces for easy, com- 
plaint-free repainting, cleans floors like new. 
Wiping minutes saves hours of work. Popular, 
profitable in pints, quarts, gallons, exclusive spray 
can, drums, private label. Write General Liquids 
Corp., Baltimore 18-A, Md. 





FACTORY REPRESENTATIVES WANTED. 
New household cleaning implement to jobbers, de- 
partment stores and chains. Opening all states. 
Write territory and principal trade covered 
Write for descriptive folder. Nu-Way Company, 
2604 Heger Court, St. Louis 10, Mo. 





PAINT SALESMEN WANTED: Modern 
packaging, exclusive labels, point of sale dis- 
plays, advertising help, aggressive merchandising 
me four 3 quality lines promotionally priced to 
sell from $2.55 to $4.95, leaves competition far 
behind. Top commissions, exclusive territories 
with established business, modern factory and 
laboratories and sympathetic management assure 
you a bright future. Non-conflicting sidelines 
acceptable. Write full particulars in strict con- 
fidence. Box 908, c/o Harpware AGe, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVES WANTED 


Several excellent territories open for TOP SALES 
REPRESENTATIVES, calling on A-1L Lumber and 
Hardware accounts. Fast selling, repeating item. 
State lines now carrying, and extent of your terri- 
tory. Also, length of time in territory. Write, 
Nevilles Inc., El Liven Acres, Cannon Falls, Minn. 














MANUFACTURER'S REPS. to handle new, 
INDISPENSABLE garden tool—the HICKOX 
CIRCLE HOE. Fast moving, quality products. 
Consumer acceptance proven by rapidly growing 
dealer sales Liberal commissions, protected ter- 
ritories Send resume. erritt Engineering 
Co., 674 23rd Street, Oakland 12, Calif. 








“Aecounts Wanted 
REPRESENTATIVES 


Covering all phases of jobbers. Can render reliable 
aggressive service. We are national distributors with 
established actively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and Laouis- 
ville We carry the account or you can bill direct. 
Inquiries invited. WRITE ANCO Corporation, 7 
Wood Street, Pittsburgh 22, Pa. 























AGGRESSIVE, REPUTABLE MANUFAC. 
TURERS REPRESENTATIVE open for ad- 
ditional hardware, housewares or garden line for 
Metropolitan N.Y.-N.. fave strong, well-estab- 
lished following among hardware, housewares 
and garden wholesalers, rack jobbers, chains, and 
catalog houses. Thorough know-how promoting 
marking lines to utmost potential. Box 922, c/o 
HarpwWareE AcE, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


ILLINOIS-WISCONSIN. 
gressive Manufacturer’s 
ested in an additional 
Garden Supply field. 
coverage in hardware, 
cialty field. Box 925, 
nut & 56th Sts., 





Experienced—Ag- 
Representative—Inter- 
line in Tool, Hardware, 
Complete, conscientious 
garden, chain, and spe- 
c/o HarpwareE AGE, Chest- 
Philadelphia 39, Pa. 


WANT SALES RESULTS? 
because we concentrate in Michigan, Ohio, Indi- 
ana. Will handle two additional lines—only 
highest grade considered. Write Box 219, c/o 
HARDWARE AGE, Chestnut & 56th Sts., Philadel- 
phio 39, Pa. 





We get them 








Accounts Wanted 








Accounts Wanted 


Business Opportunities 








OPEN FOR NEW LINES 
NATIONAL DISTRIBUTOR 


with warehouses and sales offices 


in all principal cities 


full-time. salaried 
on dealers 
electrical. 
and heat- 
original equipment 
for us. Interested 
in national sales contracts on 
hard goods, hardware, electri- 
cal appliances, Rated 
AAA-1, years. 
Not , 
stock. 


Over 100 
salesmen are calling 
wholesalers in 
plumbing 


and 
hardware, 
ing 
mfrs.., 


~also 


only 


etc. 
established 32 
interested consigned 

Prompt consideration 
given to proposals. Private 
Brand of Your Product will 
also be considered. 


Box 920, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








FLORIDA 


Manufacturers’ rep., wants one addi- 
tional volume line for state of Florida. 
Have been regularly calling on whole- 
sale hardware and building supply out- 
lets for past five years. 


Box 930, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











MANUFACTURERS ATTENTION 


Interested in volume’? Young salesman 30 
years of age with a history of successful 
selling in the Hardware and Paint trade 
desires good lin Well acquainted with 
Eastern Penna., Southern New § £Jersey, 
Delaware, Maryland and District of Col 
ulnbia Resume upon request. 
Box 924, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 
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MANUFACTU RE RS” REPRESENTATIVE 

ow —— most of the hardware and mill supply 
in Eastern Pennsylvania, Southern New 
Delaware, Maryland and metropolit in 
leading manufacturers line 
additional line to mutual 
have good acquaint- 
tox &31, c/o HARD 
Sts., Philadelphia 


one good 
College graduate; 
throughout territory 
Ace, Chestnut & 
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an handle 


56th 
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ATTENTION, SMALL 
Jo you need a national 
rroblem getting more volume’ If you are m 
cturing a good line of merchandise that 
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NEW 59¢ Size On Bubble Card 
and $1.00 Tubes... 


Big Free Goods Deal! 
Nationally Advertised 
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CANADIAN SALES 
calling on wholesale hardware trade, chains and 
department stores seek one additional proven 
line. Will be available for personal interview at 
National Hardware Show in New York City 
of September Box 927, c/o HARDWARE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


AGE, 


NEW YORK AREA 
PRODUCT. Looking 

distribution here to 
trade. Prefer specialized 
limited distribution Can handle 
and billing. Can serve as your finger 
long arm of distribution. Box 900, c/o HARDWAR! 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa 


COVERAGE FOR 
for proven item 
the Hardware, 
product with 
warehousing, 


s¢ eks 
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Help Wanted 











SPECIALTY JOBBERS 


Looking for an additional lucrative line? 
Tie in with Sharon's expanding market. 
$2000 investment sets you up with a com- 
plete inventory and franchised distributor- 
ship in protected territory with manufac- 
turer's full support and cooperation. 


Write: Sharon Bolt & Screw Co., Inc. 


P.O. Box 239 Norwood, Mass. 








REPRESENTATIVE WANTED 


For Patented, See-Through, Self-Covering 
ASTIC DRAWERS 
If you are calling on Store Planning Managers or 
Owners—there's big volume potential in these ex 
clusive see-through sliding drawers. Easily installed 
inexpensive—durable Needed in dozens of depart 
ments Write, giving territory and background. 


Box 929, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











MANUFACTURERS 
new, amazing satety lock needed 
Proven, patented Loxem Safety 
heing sold throughout U. S. 
State territories covered and 
Manutacturing Co., 481 Main 
New York 


by every 
Lock now 
Liberal commissions. 
references 


St., New Rochelle, 


MANUFACTURERS’ AGENT DESIRES 
Salesman to handle excellent line of heavy hard 
ware, industrial, contractors’ and marine supplies 
the New York City, Long Island and West 
unty area Splendid opportunity and 
commission arrangement tor the right man 
Experience helpful, but not necessary. Must be 
35. Box 917, c/o Harpware AGe, Chest 
56th Sts., Philadelphia 39, Pa 


it 


good 


nut & 


PRICE CLERK Diversified 
W ork—-Brooklyn 


Experienced 
Hardware Jobber— Must be 
it hgures—Good opportunity for alert person 
909, c/o Harpware Ace, Chestnut & 56th 
Philadelphia 39, Pa 


REPRESENTATIVES 


Loxem | 


good i 





Business Opportunities 








WANTED SPECIALTY JOBBERS 


Traveling 3 to 10 men in the 

southwestern and northwestern 
have a proposition for you 
complete fastener line that will fit in with 
our present operation. Write us for details. 


SHARON BOLT & SCREW CO., INC. 
ENDICOTT ST.. NORWOOD, MASS. 
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Want more facts? Circle 177, p. 69 
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CLOSE OUT 


Imports. 12 in | Fisherman's Pliers. 
ret. $6.95. Genuine Stag Handle 
hunting knives $1.65 ea. Nat. ret. $4.25. Ex- 
cellent gift items. Any quantity shipped pre- 
paid. ircular available. 


FAN KIT CO. 
154 N. Belvedere, Memphis, 


German 
$2.75 ea. Nat. 


Tenn. 











PAINT STORE, located 
a neighborhood ‘shopp ing 
ean stock 


HARDWARE and 
in Springfield, Illinois in 
area free from downtown congestion. C 
of hardware, toys, gifts and housewares and 
Sherwin Williams paint. Modern building with 
self service layout, checkout counter and gondola 
fixtures Christmas goods already purchased. 
Inventory and fixtures around $45,000.00. For 
details Box 923, c/o Harpware Ace, Chestnut & 
S6th Sts., Philadelphia 39, Pa 


retail store Es- 
Located in central 
area. Clean stock of 
and paints with fran 


HARDWARE APPLIANCE 
tablished for over 40 years. 
California in main shopping 
hardware, housewares, gifts 
chises on brand name appliances and television 
Modern store and fixtures Excellent long term 
lease. Sales volume for 1957, $300,000. Sacrifice 
sale at well below cost due to age and ill health 
For details, Box M-26, c/o Harpware AGB, 
Chestnut & 56th Sts., Philadelphia 39, Pa 


HARDWARE STORE, well established, main 
thorofare of St. Petersburg, Florida Paints, 
Plumbing, Electrical and Houseware Supplies 
Good clean stock Price $31,000.00, terms 
W. W., 2211 Lamparilla Way South, Peters 
burg, Fla 


some 
t 





Positions Wanted 





MANAGER 
Three | with 
“xperience includes 
credits, advertising, 
with reps Ex 
strong in costs Post 
with opportunity and 
8 South Cleveland, 


OFFICE SALES OFFICE 
College, B Accounting 
hardware manufacturer 
()fice Management, 
shows and working 
cellent supervisory record; 
tion wanted in Midwest 
challens: John Qndreas, 252 
(anton, Oh 


OR 
— 


yeaTs 


Sales 


trade sales 


PRESIDENT, 
net profit Middle 
successful management 
ivailabl cue to lack of 
Preter Florida 
opportunity 
HARDWARE 


hia I, 


MR 
finding it 
ved man with extensive 
experience at all levels 
present 
Salary 
show results Bo 
Chestnut & 56th Sts ' 


WHOLESALER 


difhicult 


are you 


to show «al 


incentive 17) 
itheast 


position 
secondary © 
S13 . 


Philadelp 

SEE YOUR 
JOBBER 

OR WRITE 


THESE 


IRON CEMENT CO., INC. 
5427 BOWER AVE., CLEVELAND 27, 0 
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\ Prost Sind 


THE GREATEST NAME 
IN DO-IT-YOURSELF 


WEATHERSTRIP 


SEE OUR 
FLOWERAMA 
DISPLAY 


SEE YOU AT 
BOOTHS +599-600 
HARDWARE SHOW 

N. Y. COLISEUM 


THERMWELL propucts co., inc. 


120 WEST 31st Street, NEW YORK 1, N. Y. 


Want more facts? Circle 178, p. 69 








Reliable Water Systems 
that sell themselves... 
with Performance 


and Economy! 


JENSEN WATER SYSTEMS 
are fully automatic and 
never require priming. 


JENSEN JACKS are 
counterbalanced, 
pump more water 
with less power (up 
to 50% less power). 


Weatherproof, require no 
special protection. 


Sizes to fit any well to 5000 


MODEL 11-W, small- mas 
est of 15 sizes. 1/6 Advertised in leading ranch 
H. P. motor pumps and farm magazines. Free 


to 145 ft., with pres- - : 
sure xystem. 212 ft. merchandising aids. 


open discharge. 


WRITE FOR JENSEN BROS. MFG. C0. inc. 


CATALOG AND PRICES P. O. Box 477-H Coffeyville, Kans. 


Want more facts? Circle 179, p. 69 
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Index to Advertisers 








THE ADVERTISERS INDEX is published as a convenience and 


_not as a part of the advertising contract. Every care is 
taken to index correctly. No allowance will be made for 
| errors or failure to insert. 


A 


Aluminum Co. of America 
Xmas Prom. : 
Pigment Div. 

American Chain Div. 


M 


Magic Iron Cement Co. 
31 | Magnolia Products, Inc. 
83 | Marshalltown Trowel Co. 
McGill Metal Products Co. 


American Chain & Cable Co. 6]WMelnor Industries 
American Machine & Tool Co. Mid American Lawn, Garden 


Amco Pump Div. 
Ames Co., O. 

Ardmore Products Co. 

Atlantic Industrial Corp. 
Autoyre Div. Ekco Products Co. 


Barcalo Mfg. Co. 

Bevco Precision Mfg. Co. 
Boonton Molding Co. 
Borg-Erickson Corp. 


Cc 
Chair Loc Co. 


Cleveland Mills Co. 
Clinton Engines Corp. 


Coluimbus Plastic Products, Inc. 


Crescent Plastics, Inc. 


D 


Desmond-Stephan Mfg. Co. 
Devcon Corp. 

Drop-Lite Electric Mfg. Corp. 
Duncan-Morris Co. 


DuPont deNemours & Co., Inc., E. 


Polychemicals-Plastics Sales 
"“Zytel’’ 


E 


Eastern Tool & Mfg. Co. 

Ekco Products Co. 
Autoyre Div. 

Everedy Co. 


Flex-O-Glass, Inc. 

Warp Bros. 

Franklin Metal & Rubber Co. 
Frisch & Co., Inc. 


G 


General Electric Co. 

Wiring Device Div. 
Graham & Co., Inc., John H. 

G. W. Griffin Co. 

King Cotton Cordage Div. 
Griffin Mfg. Co. 


H 


Hanser Oranization, Harry 
Hodell Chain Div. 

National Screw & Mfg. Co. 
Hustler Corp. 
Hyde Mfg. Co. 


Jackson Mfg. Co. 
Jefferson Screw Co. 


| Jensen Brothers, Mfg. Co., Inc. 


K 


Kenner Products Co. 
| Kinnard Sales 


| L 
| Lake Chemical Co. 


Libbey Owens Ford Glass Co. 


Window Glass Div. 
Lufkin Rule Co., The 
Lustre Line Products 


78-79 Outdoor Living Trade Show 
9| Midland Co. 

138 | Miller & Co., Inc., Robert E 
mn yh Minnesota Mining & Mfg. Co 


N 


National Screw & Mfg. Co 
Hodel!l Chain Div. 

New Kote Corp. 

Nicholson File Co. 

Northrup, King & Co. 

Northwestern Steel & Wire Co 


.°) 


Products Co., Inc 


P & C Tool Co. 34 
Perclip 16-17 
Phillips Chemical Co. 3 
Pioneer Gen-E-Motor Corp 13 
Pioneer Saws 

Div. of Outboard Marine Corp 

3 102-103 
|. Pittsburgh Plate Glass Co. 

Brush Div. ... 85 
Plantabbs Corp. 137 
Plumb, Inc., Fayette R. 125 
Puritan Cordage Mills 98 
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92- 93 | | Quick Mfg.., Inc. 
127 | 
| R 
| Red Devil Tools 
| Revere Copper & Brass, Inc 
| Rome Mfg Oo. 
1 | 


- 33 
128-129 | S 


| Safe Padlock & Hardware 

Sandvik Steel, Inc. 

| Sandvik Saw & Tool Div. 

| Savogran Co., The 

| Selfix Products Co. 

| Slaymaker Lock Co. 

| Standard Tile Co., Inc. 

| Supplex Co 

| Sylvania Electric Products. 
Lighting Div. 


T 


| Thermwell Products Co., Inc 
| True Temper Corp. 
U 


Upland Industries, Inc. 


w 


|Wallace Silversmiths 


. re 
|Washburn Co., The 
| Westinghouse Elec. Corp. 
| Lamp Div. 
|Wissota Mfg. Co. 
| Woodhill Chemical Co. 
|Wood Shovel & Tool Co. 
| Wooster Brush Co. 105- 108 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 
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112-113 | 
101 | . 
146 | Zinsser Co.. Wm. 





Big Profit... Big Repeat 


PIPETITE-Stik 


PIPE JOINT 7 
COMPOUND il 


Contains No Lead 


Best seller for years, now 

dressed up to go faster than 

ever. PIPETITE-Stik is finest 

quality pipe thread com- 

pound in its handiest form. 

No mess, no waste—just rub 

across pipe threads. For met- 

al and plastic threads ... 

positive seal for water, steam. 

gas, refrigerants, oil, acids. 

etc. . . . pressures to 10,000 

psi., temperatures to 750° F. , 
Sells on sight to home own- Presenting 
ers, industry and artisan 

trade. Underwriters Labora- 

tories approved. the New 


PIPETITE-Stik is packed in | 
dozen and 3 dozen hand 
some  self-display counter 
boxes. Write for complete 


information. e Light In Weight e Rugged 


Nationally advertised and promoted. ca 36 Wide Cleaning Area 


[LE LAKE CHEMICAL CO. f° A! sot cost episcooi 


LEAFCOMB—the finest large area lawn 
»@ li Ave., Chic 12, Ml. ; k 
yrs ttl aan rake. 36” wide, yet light and sturdy. Spring 


Want more facts? Circle 180, p. 69 steel replaceable teeth—a great selling 


K< point. Lacquered hardwood handle 60 
ing long. Order now for early delivery. 


MAKES YOUR PROFITS SINGI and the New List Price $5.75 


Example: 
MODEL 480 RED RA CER | A 
e Beautiful eye appeal U4 
4.@ Matching Pads LU 
e Extra Long Extension 
e Ball Bearing Wheels Ideal for cleaning under SE VA 
All Speed King Skates are . ys a ¢ 
shaped to the foot for com- low bushes, hedges, Pt GB EY Hy 
fort. tnvestigate the 


complete line today. along fences. Full 48” length handle to 


Distributed through hardware and toy jobbers from coast to coast eliminate tiresome bending. Replaceable 
HUSTLER CORPORATION steriine, somos teeth. Lacquered hardwood handle. 
___Want more facts? Circle 181, p. 69 ‘Slightly higher List Price $1.49" 


COLORED in the West 
PLASTIC ¢* Scauty 


—$ 


Eastern Tool also manufac 


tures the famous ‘lLawncomb'’™ 
rakes. in 18° and 24” head THE SPRING STEEL TEETH IN — 


en an) Coen ae NEWKOTE— the miracle widths and the new ALL RAKES OF THE LAWN. 
NEW plastic finish "Grasscomb", the economy COMB LINE MAY BE EASILY 
Powerful Silent o CAN'T RUST all-purpose lawn rake ' REPLACED BY THE USER — 


salesman Bliste! 4 for 55¢ ¢ WON'T CHIP or PEEL 
Packing SUG. RETAIL « WON'T MAR 


COAT AND HAT HO OK S Sa a 
——— 


Garage, Boat 
) where indoors or outdoors 


SEE US AT HARDWARE SHOW MANUFACTURED BY 


N. Y. COLISEUM 


ay Sonee Mfrs. Representatives — Territories Open EASTERN TOOL & MFG. co. 
NEWKOTE CORPORATION - Valley Stream, New York Sim BELLEVILLE 9, N. J. 


Want more facts? Circle 182, p. 69 Want more facts? Circle 183, p. 69 
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Want more facts? Circle 184, p. 69 
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Forms positive seal for 
temperature control 
Eliminates drafts, rain, 
snow, dust, insects, etc. 
Heavy gauge, quality 
extruded aluminum 
individually packed in 
clear plastic polyethy- 
lene tubes with instal- 
lation screws 


Twelve thresholds per 
master shipping carton 


Corrugated 
Threshold 4” wide 


> *-+ *» © 


oe 


No. 350 
VINYL INSERT 





— * Standard lengths. 
THRESHOLD 32” . 36” - 48” . 


3)2" WIDE Others to order — 


Monutocturers of 


WL, Li ALUMINUM HARDWARE | 
Lustre, GCE ~ vystre-Line PRovucts ff 


53 NORTH 2nd ST.. PHILA. 6. PA | 








CLEAR PROFIT with 
SKIN-PACKAGED 
Wrench Sets 


Another first by Upland! ‘’See-through’’ packaging 
assures fast turnover — keeps your profits high be- 
cause THERE'S NO INCREASE IN PRICE. 


OPEN END WRENCH SETS 

No. SP51634 — 5 piece plated set. Sizes 5/16" to 
3/4” openings. One dozen per box. 1/2 gross per 
shipper. Shipping weight 100 Ibs. per gross. 

Retail $1.35 ea. 
No. SP4P — PROMOTIONAL 4 pc. PLATED SET 
Same as above except 19/32°' x 11/16" opening 
omitted. Shipping weight 72 Ibs. per gross. 1/2 
gross per shipper. Retail 9Be¢ ea. 
Terms: 2% 10 days, net 30, F.O.B. factory .. . For 
full-line catalog and name of nearest jobber, write: 


UPLAND INDUSTRIES, Inc. Upland 7, Po. 








ALUMINUM PRODUCTS “Phone: MArket 7.3390 
Want more facts? Circle 185, p. 69 





Want more facts? Circle 186, p. 69 











the Original 
PLASTIC ALUMINUM 


has earned the GOOD wes 
SEAL OF APPROVAL « ee 


Ponsa by % 
@odes from your Jobber 















Good Housekeeping 







“ 
or as apveanistd TS 


THE WOODHILL CHEMICAL CO. 


“Originators and World's Largest Manufacturers 
of Plastic Aluminum’ POPULAR 


1390 East 34th Street Cleveland 14, Ohio | MECHANICS 




















BEV an H t R ® 
* WORTH REM EMBERING! For Homes [CO Coat oa F at Rac : 





Bright Chrome Row of Hooks 


@ $1.25 per foot 
Hooks 5'/2"" 
apart. 


Coat Racks 


Single, Double, 
Triple Shelves. 
Also Floor 
Models and 
Hangers. 
Attach on 
standard 16'' 
stud centers. 







immediate 
Delivery 


Single Shelf BEVCO 


Tt Precision Mfg. Co. 
36 op-vs 83! Chicago Ave. 


Thru your local wholesaler | Evanston, Ill. 








Want more facts? Circle 187, p. 69 | Want more facts? Circle 188, p. 69 

















Extra case hardened. Excellent mirror finish, plus 


le ! 
R E GU LA R— RO cen . a heavy nickel plate. 


7 sizes for every need 


FURNITURE LEVELER—> 


Adjustable Combina- 
tion Leveler and Glider 
for Uneven and Un- 
steady Furniture. 


=F ith 
\ 


ZA 
= 
ZA 





SIZES—I"' base, 4 on 
card; I'/4,"', 2 on card; 
1'/."", 2 on card. Drive 
into universal socket 
or 5/16"" hole. 


AY 


AA i 


One set of 4 in a 
3-color box. {2 boxes 
in a 3-color display carton. 


SIZES: 1/2", Ie", "4". "a". He". 
Ask your Jobber or write— 

















ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 


one set of 4 3-color 





GENUINE, ORIGINAL 


DOMES ~ SILENCE 


INSULATED 
FURNITURE GLIDES 


RUBBER-CUSHIONED! 
GLIDE 


SOFTLY, SILENTLY, 
SMOOTHLY, OVER 
ALL FLOORING. 


SIZES AND TYPES 
FOR ALL WOOD OR METAL FURNITURE, 
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A small mint in less than 
2 sq. ft. of floor space! 


You'll sell more dog chains ...and sell them faster... with 
this compact and colorful display. 67” high, dog owners can’t 
miss it. They’ll stop to examine the chains, handle them to 
get the feel. Their quality is immediately apparent. Result: 
more impulse sales for you, more sales set up for the future. 
You'll get the fastest possible turnover ... with this attractive 
merchandising display and starter set. 


Here’s how starter stock pays off 


Returns, atretail . . . . . $36.60 
(at suggested resale prices) 


Dealer's cost, complete. . . 





DEALER’S PROFIT 


(Prices subject to change) 


36-piece starter stock includes a balanced assortment of fast- 
selling, brightly plated Dog Leads, Choke Chain Collars, and 
Exerciser Chains. You can order individually packaged refills 
of any item, at any time, through your distributor, to keep 
your stock complete and working for you all the time. 
(Shipping weight, complete with display stand, 23 lbs.) 


Complete with 36-Piece Assortment 


and Display Stand 


A certain sales-maker. Requires only 15” x 18” of floor space. 
Brightly colored sign and sturdily constructed, well-balanced 
stand made of quality bar steel stock, weighs 7 lbs. One screw 
assembly. Plenty of room on racks to display biggest items. 


Write for Illustrated Catalog Sheet 
Order From Your Hodell Distributor 


— — 
seer . 


Pk =P s, 
tn. 


SS >< 


~ 
. 


FOB OB BER OPMO 


6 


FAS UA a tA, ai a 


7 a 
‘Tt 
- 
_-. 
. , 2 f e . 
SEESe Ese F< 
: t4 2.2L.) &f*e be. oe 


7h ke oe oe a a ee 


; 

i. =e." 
2. ee 
~~. > 
a-a-8 


- 
£4. 
- 


Te ti BVH SiHimMitetrnerreraltttibirss bie 


ee ee ee ee ee ee iene 4 = 2S ttre 


PIII SPEDE, v Wai dane wnen cans * 
Roe ei eed REEL PEED EE IPISTT TEER 
, . - | » « - 


: 


; aa 


¢~» 


> 
2 seer 
ett tit 


~~ 2 oe 
. 


, 
= 


>> 
a 
;* 
a 


, , 

+, 

« 
ort et ae 
F324 3 
ig St 


‘ 
Poe te TE Le Ae oe 2 Ae Ae ee 


eee Peet ee: 
— 
? % 


«7X ee 

es & pete e st ht EES * 
* = 
a ae 


ee ee ee 
_ 


* te 
—— 
ie ae Me Oe SAPs eae at ot ae ee. 
* 
ee ee ae eee ee Oe ee ee ee 
$2333 33>> 5 
‘ee a 22 2. 


> 
.—- a -__! 
75 332 PO 3 SO eS eae 
is : 


— 
> 


ddtahoe és 
. 
+ 
~+? >> ih? 


, ' ~s 
ao ann 64 1Gbe¢ : 
© 
si 


ee ee 
= 
—<« cS 
ize 


=e ae a ee 


one. 
ee «chet Lf e* SS 


>is 


* 
. 
> 
¥ 
> 
A 
~ 
4 
+ 
a 
5 


=~ “we a te 


Chet Che) Cher Ce! Pe CB 


es, a“ , 
P FT a a ial ae et ae em 
, a > - - 


ie 


SS a a SR a i om 


HODELL CHAIN COMPANY 
CLEVELAND 3, OHIO 


Division of National Screw & Mfg. Co 


._Notieite 





